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EDITORIAL COMMENT 


Are You Working with the Grain? 


HE most important factor in retail mer- 
T chandising is demand—the desire of cus- 
tomers for the articles a merchant car- 
ries in his stock. Without this fundamental de- 
mand any increase in sales is at best temporary. 
Just now there is a decided tendency among 
merchants to stress turnover from the stand- 
point of immediate sales. The customer who 
enters the store is made a target for intense sales 
effort on the part of the merchant or his clerks, 
and often that effort is directed toward the sell- 
ing of merchandise for which there is no com- 
munity demand. To be sure, this helps to build 
immediate sales and to increase turnover, but as 
a selling process it is one of working against the 
grain. Demand should precede individual sales 
effort. The customer should be in the mood to 
buy before the salesman faces him over the 
counter: 

Demand for merchandise is not an intangible 
thing. It is not something which just happens. 
In most cases it is a hand-made article, the re- 
sult of a well-directed effort to popularize the 
merchandise. Back of it is a well-defined need, 
but one which the customer does not always 
realize. Once he does recognize it actual selling 
runs in a natural and easy groove. 

Most retail merchants fall down on the creat- 
ing of demand. They see a need in their respec- 
tive communities for certain merchandise, and 
they put that merchandise into their stocks. 
When a customer comes into the store they make 
an effort to sell it to him. In some cases they 
are successful, but in the majority of cases they 
are not. Why? Because they have not sold the 
need of that merchandise to the community; 
because they have directed their entire sales ef- 
fort to individuals and have done nothing to 
create a general or public demand. 





A hardware firm in a conservative eastern 
town has for several years carried a line of 
power washing machines. “I'‘ney have sold a fair 
amount each year through sales arguments to 
people who entered the store. A year ago a new 
man was put in charge of the firm’s selling. This 


_ man was both energetic and progressive. He 


immediately put on a campaign to interest the 
people of that community in power washers.. He 
emphasized the economy and the health features. 
Gradually he created interest which developed 
into desire and demand. During the past year 
that firm has tripled its sales of power washers. 

About ten years ago a Colorado merchant 
realized that his farm customers were in a bad 
way financially. They were depending on a one- 
crop policy, and his business was being affected 
by that policy. He foresaw the need of dairying 
and the diversifying of crops. He interested the 
local bankers in the problem, and dairy cows 
were shipped in and sold on easy terms to the 
farmer. The merchant added to his stock dairy 
and barn equipment, stock tanks and pumps, but 
he advertised better farming and the profits of 
dairying. Incidentally, he mentioned-the dairy 
equipment he carried. He created a real demand, 
and to-day his farmer customers are prosper- 
ous, and his sales in all lines have grown tre- 
mendously. 

The retail merchant is facing an era of very 
strong competition. He must watch his buying, 
his selling and his store systems as never before. 
He must increase the turnover of his merchan- 
dise, not temporarily, but permanently. In other 
words, he must pay more attention to the build- 
ing up of consumer demand, always bearing in 
mind that each sale must benefit both himself 
and the customer. The merchant of the future 
like the expert carpenter, must work with and 
not against the grain. 
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H. W. 
Cleaner Manufacturers’ 


Hoover Heads Vacuum 
Assn. 


H. W. Hoover, general manager, 
Hvover Suction Sweeper Co., North 
Canton, Ohio, was elected president of 
the Vacuum Cleaner Manufacturers 
Association of the United States, at its 
recent annual convention in Cleveland. 
Fred Wardell of Detroit was elected 
chairman of the executive committee. 
Reports of members indicated an in- 
crease in business. 


Mueller Vice-President of Inter- 
national Chain 


J. L. Mueller has recently severed his 
connection with the American Chain 
Co., York, Pa., to become vice-president 
and secretary in charge of production 
with the International Chain & Mfg. 
Co., also of York, Pa. 


Dolman Mfg. Co. to Make Tools 


Guy W. Donahue has resigned as 
president and sales manager of the 
Victor Saw Works, Inc. of Middletown, 
N. Y., to form the Dolman Mfg. Co., 
Inc., Springfield, Mass., which will 
engage in the manufacture of tools. 
Associated with Mr. Donahue in this 
new enterprise are William F. Pollock, 
formerly president of the Napier Saw 
Works, Middletown, N. Y., and at one 
time general manager of the Victor 
Saw Works, and Chester C. Jackson, 
formerly factory manager of this latter 
concern. The first of the tools to be 
manufactured is known as the Dolman 
screw driver, and is already on the 
market. 


Consolidated Tool Works Appoint 


Representatives 


The Consolidated Tool Works, Inc., 
296 Broadway, New York, N. Y., have 
appointed William H. Thompson, form- 
erly with the Union Hardware Co., 
Torrington, Conn., as sales representa- 
tive in New York City. Howard A. Post- 
ley, formerly with the Knickerbocker 
Mfg. Co., Belleville, N. J., has also been 
appointed as New England representa- 
tive. The company will be represented 
in New York, Pennsylvania, Maryland, 
District of Columbia and part of West 
Virginia and Ohio by William L, Rubin, 
who was recently with the Jacobs Scale 
Co. of New York, N. Y. In the New 
Jersey territory the company will be 
represented by Charles Alburtus, form- 
erly of the American Safety Razor Co., 
Brooklyn, N. Y 


Landers, Frary & Clark to Build 


Landers, Frary & Clark, New 
Britain, Conn., manufacturers of cut- 
lery, etc., will commence the erection of 
a six-story factory addition, which will 
cost approximately $75,000. 


Ellwood Steel Co. Changes Name 


The Ellwood Steel Corporation, lo- 
cated at Ellwood City, Pa., has decided 
to change its name. to the Ellwood City 
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Nail Co., as this name will more 
clearly identify the company’s product, 
which is wire nails. This concern was 
incorporated early this year with a 
nominal capital of $5,000, and this has 
just been increased to $250,000. 


McEvoy Leaves North & Judd 


Arthur E. McEvoy has resigned as 
assistant advertising manager of North 
& Judd Manufacturing Co. New 
Britain, Conn., in order to become city 
editor of the New Britain Herald. Pre- 
vious to his connection with North & 
Judd three years ago, Mr. McEvoy was 
a member of the Herald staff. 


Herman Young Co. Changes Hands 


Albert J. Teakle has recently ac- 
quired the total assets of the Herman 
Young Co., Reg’d., 111 to 115 Bridge 
St., Quebec, Que., following the dissolu- 
tion of the firm through the resignation 
of Herman Young. 


Johns-Manville, Inc., Links with 
H. A. Robertson Co. for Roof- 
ing Sales 

H. H. Robertson Co., Pittsburgh, Pa., 
has appointed Johns-Manville, Inc., 
New Yerk City, as joint agents in the 
sale of corrugated metal roofing, and 
siding protected with asbestos and 
asphalt. In the future all asbestos 
protected metal roofing, recently called 
the Robertson process metal roofing, 
siding, accessories and ventilators will 
be manufactured and shipped from the 
plant of H. H. Robertson Co., Am- 
bridge, near Pittsburgh, Pa. In the 
manufacture of asbestos protected 
metal products by this company the 
Johns-Manville asbestos saturated felts 
will be used. 


Death of C. P. Wilson 


C. P. Wilson, Atlanta, Ga., a mem- 
ber of the Old Guard, died recently. He 
was very well known throughout the 
southern territory as the representa- 
tive of the Ashaway Line & Twine Co., 
Ashaway, R. I., and the Enterprise 
Mfg. Co., Akron, Ohio. 


Geo. W. Korn Razor Mfg. Co. Ap- 


points Representatives 


The George W. Korn Razor Mfg. Co., 
Little Falls, N. Y., manufacturers of 
Flinkor Razors, has appointed W. H. 
Wilburn, 602 Williams Building, San 
Francisco, Cal., as representative for 
the Pacific Coast territory. The com- 
pany has also appointed Hazelton & 
Co., 806 Victoria Building, St. Louis, 
Mo., as sales representative in the Mid- 
dle West territory. 


Death of Fritz Tiemann 


Fritz Tiemann, president of the F. 
Tiemann Stove & Manufacturing Co., 
St. Louis, Mo., died in St. Louis re- 


cently. 
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Bradford Resigns as Secretary of 
Cleveland Hardware Club 


Harry P. Bradford has resigned as 
secretary of the Hardware Club of 
Cleveland, composed of manufacturers, 
jobbers and retailers. The club sub- 
mitted a proposition to the Cleveland 
Retail Hardware Association, an old 
organization that is composed exclu- 
sively of retail dealers, that the club 
be merged with the association, the 
club members not retail dealers to be 
taken in as associate members. How- 
ever, the Retail Hardware Association 
at its last meeting, rejected this pro- 
posal. Consequently, if the Hardware 
Club continues its existence, it will be 
necessary to do so as a separate or- 
ganization. 


Purchase Interest in Columbus- 


McKinnon Chain Co. 


Charles M. Wambaugh and associ- 
ates, Columbus, Ohio, have recently 
purchased a controlling interest in the 
Columbus-McKinnon Chain Co. of the 
same city. The controlling stock of the 
company has been held in Buffalo since 
the consolidation of the Columbus 
Chain Co., and the McKinnon Chain 
Co. Mr. Wambaugh will continue as 
president and general manager of the 
combined industries. In addition to its 
regular line of electric and heat welded 
chains, the company has recently in- 
stalled equipment for the manufacture 
of automobile tire chains. 


William B. Rhodes Dies 


William B. Rhodes, a well known 
steel man of Pittsburgh, died at his 
home in that city last week. Mr. 
Rhodes was a director of the Keystone 
National Bank, the Rees Mfg. Co., and 
the S. Severance Mfg. Co., all Pitts- 
burgh institutions. He was a member 
of the Pittsburgh Club, the Duquesne 
Club and the Allegheny Country Club. 
He is survived by a sister. 


Brass City Tool Works Builds 


The Brass City Tool Works, 29 Pearl 
Street, Waterbury, Conn., is planning 
the erection of a two-story and base- 
ment addition to its present factory 
building. 


Clipper Tool Co. Appoints Southern 
Agents 


The Clipper Tool Co., Inc., of Buf- 
falo, N. Y., has recently appointed Ri- 
ley & Foster, Emerson Tower, Balti- 
more, Md., as their southern agents. 


Kinder Leaves United Electric Co. 


J. F. Kinder, who has acted as west- 
ern manager for the United Electric 
Co., Canton, Ohio, has resigned. In the 
future the company will distribute its 
own products through distributors. 
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F. H. RITTERBUSCH 
HEADS HARDWARE 
BOOSTERS 


Membership Has Increased 25 
Per Cent; Secretary Voted 
Salary Increase 





Eadie Re-elected Treasurer for 
Sixth Consecutive Term 





The election of new officers, with 
Frederick H. Ritterbusch as_ chief 
booster, unanimous approval of the pro- 
posal that the salary of the secretary 
be increased, and the introduction of 
five new members, comprised the prin- 
cipal business at the annual election 
meeting of the New York Hardware 
Boosters, Oct. 28, at the Hardware 
Club, 253 Broadway, New York City. 

The meeting was held following a 
luncheon and was presided over by R. 
W. Scobell, retiring chief. 

F. H. Ritterbusch, the newly elected 
chief booster is president of the Lan- 
bush-Fisher Co., Inc., manufacturers’ 
agents, 416 Broadway. Mr. Ritter- 
busch has been a member of the New 
York Boosters for more than four 
years and served as junior chief of the 
organization during the past year. He 
is thirty-two years of age and prior to 
his connection with the Lanbush-Fisher 
Co., he was in the New York office 
of the Russell & Erwin Manufacturing 
Co., as manager of city sales and later 
as assistant export manager. All of 
his business career has been spent in 
the New York district where he enjoys 
a wide acquaintanceship in the hard- 
ware trade. 

Herbert R. Conner, newly elected 
junior chief booster, is equally well 
known in the New York, New Jersey 
and Pennsylvania territories as a sales- 
man and as the New York manager of 
the Pike Manufacturing Co., 151 Cham- 
bers Street. Mr. Conner started with 
the Pike Manufacturing Co., at the 
age of sixteen as an errand boy and has 
been with that concern for twenty-two 
years. He is one of the charter mem- 
bers of the Boosters. 

George W. Eadie, who was re-elected 
treasurer for the sixth consecutive 
term is also a charter member of the 
organization and has many friends in 
the metropolitan hardware trade. He 
has covered the metropolitan district 
as a salesman for Harmon & Dixon, 117 
Chambers Street, for the past thirty 
years. 

Albert Westphal, who was re-elected 

secretary, has traveled the west side 
of New York and all of New Jersey 
as a salesman for the Corbin Screw 
Corporation, 96-98 Lafayette Street for 
the past fifteen years. His former 
business connections were with the 
Cleveland Twist Drill Co. and Mont- 
gomery & Co. in New York. 
, On motion of A. J. Ewald the print- 
ing of the constitution and by-laws of 
the organization was left in the hands 
of the publicity committee with power 
to act. The publication of the roster 
was laid on the table for action at the 
anuary meeting. 

Albert Westphal in his annual re- 
se as secretary stated that the mem- 

tship of the organization had in- 
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L. E. Crandall Heads Combined 


Winchester-Simmons Sales 





creased 25 per cent during the year. 
Mr. Westphal paid a tribute to the re- 
tiring officers and to C. C. Dietrich, 
chairman of the entertainment commit- 
tee. 

R. W. Scobell upon his retirement 
from the office of chief booster was 
elected to the executive committee. 

The following committees were ap- 
pointed by Chief Booster Ritterbusch 
following his election. Finance Com- 
mittee: Clarence Roberts, chairman; 
L. H. Johnson, E. J. Schader, C. A. 





F. H. Ritterbusch 


Johnson. Entertainment Committee: 
C. C. Dietrich, chairman; R. W. Sco- 
bell, Chas. Pincus, Harry L. Ott, Wm. 
J. Graham, Chas Leach, Paul H. Prall, 
Joseph Van Handel. Membership Com- 
mittee: J. F. Hamel, chairman; H. J. 
Drentlau, Robert M. Taylor, Wm. L. 
Vetter. Publicity Committee: S. N. 
Sears, Chas. Downes. 

The following were admitted to mem- 
bership: Fred L. Stahl, Stahl & Becker; 
Chas. B. Alford, Yale & Towne; Wm. 
J. Nahrwold, C. T. Fraim Lock Co.; 
Frederick B. Hinchman, John Russeil 
Cutlery Co.; John P. McGovern, Corbin 
Screw Corp. 

The next meeting will be held at 
the Hardware Club on the last Satur- 
day in November. 





Naco to Distribute for Baldwin 


The Naco Radio Co., 47 Vesey Street, 
New York City, will have exclusive dis- 
tribution of Master Baldwin phones 
and claraphones throughout the States 
of New York, New Jersey, Pennsyl- 
vania, Maryland, Virginia, West Vir- 
ginia, North Carolina, South Carolina, 
Florida, Alabama, Kentucky, Ten- 
nessee, Georgia and Delaware. 











G. W. Simmons and F. A. May- 
cumber Division Managers 


WINCHESTER Buys ROANOKE SPOKE 
AND HANDLE Co. AND THE Mounp 
Ciry Paint aNp Co.or Co. 





L. E. Crandall, vice-president of the 
Simmons Hardware Co., has been ap- 
pointed general sales manager of the 
combined Winchester-Simmons Co. The 
appointment of two new division man- 
agers, and the purchase of two manu- 
facturing plants have just been made 
according to authoritative information 
received at New Haven, Conn. 

Mr. Crandall entered the retail busi- 
ness in 1902 becoming a partner in the 
Churchill Hardware Co., Galesburg, 
Ill. He then joined the forces of the 
Simmons Hardware Co., 18 years ago. 
For three years he traveled northern 
Illinois and made a successful record 
as a salesman, which took him to St. 
Louis as a sales manager. Since that 
time he has been identified with the 
sales end and for several years past he 
has been in charge of the firm’s sales 
force. 

Mr. Crandall’s office will be at New 
Haven, Conn., the headquarters of the 
Winchester-Simmons Co. 

George W. Simmons, vice-president 
of the Winchester-Simmons Co., be- 
comes general manager of the Central 
Division, and Frank A. Maycumber, 
sales manager of the Winchester Re- 
peating Arms Co. has been appointed 
general manager of the Atlantic and 
Pacific Divisions. 


Warehouse Districts 


The Central Division takes in the 
warehouse districts of Minneapolis, 
Sioux City, Chicago, Toledo, St. Louis, 
Kansas City and Wichita. The Atlan- 
tic Division is made up of the ware- 
house districts of Boston, Philadelphia 
and Atlanta, and the Pacific Division 
of San Francisco, Los Angeles and 
Portland. The warehouses in all | 
these cities are directed by district 
managers. ; 

Reports have also been verified that 
the Winchester Repeating Arms Co. is 
now owner of the controlling interest 
in the capital stock of the Roanoke 
Spoke and Handle Co., Roanoke, Va., 
and is also the owner of all the capital 
stock in the Mound City Paint and 
Color Co., St. Louis, Mo. The Simmons 
Hardware Company has bought the 
controlling interest in the recently or- 
ganized Winchester-Simmons Co. of 
Chicago. These transactions, it is said, 
are in line with the policy of turning 
over the manufacturing end of the 
combination to Winchester and the dis- 
tribution end to Simmons. 

Officers of the Winchester-Simmons 
Co. recently chosen are: Chairman 
of the Board, Robert Winsor, senior 
partner of Kidder, Peabody & Co., pres- 
ident, John E. Otterson; Vice-Presi- 
dent, George W. Simmons; Secretary, 
Henry Brewer; Assistant Secretary, 
Lewis S. Haslam; Treasurer, R. E. 
Anderson; Assistant Treasurer, L. H. 
Thompson. 
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Here’s a Real Hardware “Notions” Department 
Pp 


The Steinman Hardware Co., Lancaster, Pa., Concentrates 
Its Small Articles in a Single Display 











Here’s the 


“notion” 


és _pLEASE, Mr. Jones, Ma says 
she wants a tube of library 
paste and a box of thumb 
tacks.” 

“All right, Johnny, just make 
yourself comfortable and we’ll see 
that you are fixed up all right in just 
a minute.” 

How often have we heard ques- 
tions and answers similar to these 
in the various hardware stores we 
have visited throughout the coun- 
try? Paste, thumb tacks, picture 
wire and the thousand and one small 
things the average housekeeper needs 
from day to day are all to be found 
at the hardware store. Yes, they 
are always to be found there, but 
where are they frequently found? 
Tucked away at the back of shelves, 
hidden in drawers—in fact in almost 
any place where there is an extra 
inch or two of space. 

These small items are in daily de- 
mand in the home and they are be- 
ing sold in varying quantities all the 
time by the hardware stores in all 
sections of the country. They are 
looked upon as staples—things that 
will sell themselves, and as such they 
are often relegated to the nooks and 
crannies of the store. 

The fact that they are always in 


display of the Steinman Hardware Co. 


sales-producer is way above par 


demand sticks in our mind, however, 
and we can’t forget that point. If 
articles are continually being sought 
after, why not get them into the 
limelight, so to speak, and let them 
suggest themselves to your customers 
or prospective customers? Why not 
put them in a place where they can 
act as a continual reminder to the 


This little story tells one way 
of putting a display “punch” 
It’s merely an- 
other application of the quota- 
tion, “In union there is strength.” 


into small items. 


men and women who visit your 
establishment every day? The fact 
that these little articles can be seen 
will serve to increase their sale. 
Hardware merchants frequently 
display these various small items on 
top of their show cases or on their 
counters, but how many have ever 
grouped them together in a single 
show case and let them all speak 
for themselves at the same time? 
The Steinman Hardware Co. of 
Lancaster, Pa., is one firm that has 
succeeded in capitalizing this idea to 


Its value as a reminder and a 


its advantage. In this store we find 
that an entire show case has been 
given over to small items such as 
paste, glue, thumb tacks, picture 
wire, small casters for chairs, etc. 
Instead of finding them scattered 
throughout the store, the customer 
comes face to face with this counter 
and is at once reminded of the fact 
that here are some things that he 
really needs in his own home. The 
sight of these items is usually the 
father to the thought that they are 
needed and this invariably leads to 
a purchase. 

The members of the Steinman 
Hardware Co. state that they have 
found this method of grouping these 
“notions” exceedingly profitable in 
a small way. Incidentally it may be 
remarked that items of this kind 
suggest other purchases of larger 
and equally needed articles. 

The accompanying _ illustration 
shows the show case used by this 
company in displaying these articles. 
Many of these articles are shown in 
their original containers or cartons. 
Manufacturers’ display material is 
shown to advantage and this also 
serves to suggest the purchase of the 
many needed and essential articles 
displayed. 
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W. W. True 


N the fifth chapter of II Corin- 
thians, St. Paul writes: “Old 
things have passed away; be- 

hold, all things have become new.” 

As it may not be considered good 
form for a layman to have a text, 
perhaps it will be best not to call this 
a text, but a quotation appropriate 
as a theme for this article. Surely 
the merchant of to-day is finding 
that he must conduct his business in 
an entirely new world and under en- 
tirely new conditions. Transportation 
and communication have been revolu- 
tionized by the telephone, radio, the 
automobile and the airplane, and 
time and distance are fast being an- 
nihilated. Where competition in the 
past has been limited to the imme- 
diate locality, now it may extend 
thousands of miles, and at the same 
time opportunities for trade have 
been greatly extended. 

The telephone, catalog, magazine, 
automobile, moving picture, and now 
radio are keeping customers fully in- 
formed at all times as to styles, 
prices and improvements relating to 
the merchandise they need to buy. 


Trade Has Changed 


Trade has also completely changed, 
80 that where exchange of commod- 
ities was formerly very common it is 
now rare, and almost all business is 
transacted on a money basis. Where 
in the past the farmer’s and the wage 
earner’s income was uncertain and 
irregular, it is now uniform and paid 
promptly and regularly in cash. 
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How We Handle the 
Cash Discount Problem 


The System Adopted by True & 
Blanchard Co., Inc.., Newport, Vt., 


Is Profitable and Economical 


By W. W. TRUE, 


Preside ne, 


All these changes, while perplex- 
ing and bewildering, nevertheless of- 
fer great opportunities to the dealer 
who trains himself to take full ad- 
vantage of these new conditions. 


EpiTor’s NoteE—Should the re- 
tail merchant give a discount to 
customers who pay cash? W.W. 
True, president of the New Eng- 
land Hardware Dealers’ Associa- 
tion, believes that he should. 

The first of this year, the True 
& Blanchard Co., Inc., Newport, 
Vt., adopted the policy of allow- 
ing 5 per cent discount on all pur- 
chases of one dollar or more, if 
paid in cash at the time of sale, 
and 2 per cent discount on all ac- 
counts if paid in full (in cash) 
on or before the 10th of the 
month following the purchase. 

At a recent series of group 
meetings, President True spoke 
briefly on the success of the dis- 
count system used by his firm. 
In view of the interest which his 
talk created, we have requested 
him to give the readers of HarRpD- 
WARE AGE an outline of his plan 
and its operation. 


If he improves every opportunity 
to develop himself by reading trade 
magazines and papers, attending 
trade conventions, associating with 
other dealers and with his customers 
he will be able to thoroughly under- 
stand all the problems which are be- 
fore him. He will then find it not 
difficult to cheerfully, promptly and 
courageously abandon old methods 


True & Blanchard Co., 


Inc., Newport, Vt 


when he finds that they are no longer 
useful, ‘and to adopt in their place 
new and better systems’ which are 
more efficient and better adapted to 
present conditions. 


Improving the System 


A thorough study and investiga- 
tion of our own business and the con- 
ditions we had to meet convinced us 
that we could improve upon our sys- 
tem of handling cash and credit cus- 
tomers. After carefully considering 
the matter we adopted our new plan, 
and on Jan. 1, 1922, we sent to all our 
customers the following notice: 


NOTICE 


“After a trial during the 
month of December, 1921, we 
have decided to continue until 
further notice the following cash 
and credit policy: 

“Five per cent discount on all 
cash purchases of $1 or more if 
paid in cash at the time of sale. 

“Two per cent discount on all 
accounts if paid in full in cash 
on or before the 10th of the 
month following the purchase. 

“Liberal and reasonable longer 
credits for the accommodation 
of our customers by means of 
signed agreements with definite 
terms of payment. 

“Interest charged after sixty 
days. 

“TRUE & BLANCHARD Co., INC., 
“Newport, Vt. 
“Dec. 31, 1921.” 
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The result up to the present time 
has been most satisfactory and we 
are convinced that we are on the 
right track. 


Cash Sales 


Already our proportion of cash 
sales has increased 50 per cent. Our 
customers seem much better satis- 
fied, and we believe a much larger 
proportion leave the store every day 
with the determination to come back 
when they need more goods in our 
line. 

It collects for us more accounts at 
a less expense than any collection 
system we have ever seen and it 
makes us friends instead of enemies. 
It enables us to sell cash customers 
cheaper, and we are thus better able 
to meet competition. 

We are able to render our custom- 
ers and the community a service, as 
it tends to educate people to pay cash 
and to do their business on a more 
systematic basis. As they become 
more prosperous they become better 
citizens and better customers. 


Have Increased 


Prevents Complaints 


It prevents a large proportion of 
complaints, as those are usually from 
credit customers when they are asked 
to pay. It enables us to do both a 
cash and credit business at the same 
time—each a proper service to the 
community when rightly conducted— 
and to put the expense of the credit 
business on the credit customer, 
where it has always belonged. 

It is rapidly decreasing our aver- 
age term of credits, and the indica- 
tions are that we shall soon be re- 
ceiving 75 per cent of each month’s 
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sales in cash before the 10th of the 
following month. 

It pleases the customer who has 
always paid cash in the past, but has 
always felt that there was an injus- 
tice in his paying the expense of car- 
rying the business of his long credit 
neighbor. It increases the propor- 
tion of good profit business and 
brings to us the best class of trade. 


Saves Time and Expense 


It saves time and expense as the 
proportion of cash payments in- 
crease. It is just, fair, systematic, 
efficient and good business. 

Right here we can easily imagine 
the average dealer beginning to 
raise some such objections as these: 
“We cannot afford to give back to 
our customers 5 per cent of our gross 
sales, when this is about all the retail 
hardware dealer can expect to save 
as a net margin.” 

Our answer to this is that it does 
not amount to 5 per cent of the sales, 
but less than 3 per cent, as sales less 
than $1 and a large part of the credit 
sales are not included. We find by 
using good common sense in making 
our prices that we are able to get 
more business at a better profit with 
less expense, and with customers bet- 
ter satisfied. 

“What about such items as white 
lead and linseed oil?” would usually 
be the next question. Well, we make 
it a rule to sell some goods at a very 
small profit, or if necessary at no 
profit at all and forget it. The 
amount of such sales, if carefully 
tabulated, will be found to be such a 
small proportion of the total that 
they affect the average result very 
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little. Such sales are good advertis- 
ing and usually are the means of 
bringing a larger column of profit- 
able business. ; 


Profits in Large Turnovers 


We believe in looking for our prof- 
its in a large turnover at an average 
margin, and we do not care so much 
how it is divided provided the result 
is satisfactory. 

Another objection often raised is. 
that all customers will want the dis- 
count whether they pay cash or not. 
We have not found this to be so. 
When there seems to be a good rea- 
son for so doing, we make a special 
arrangement with a customer to hold 
his account and allow the discount 
provided he pays every two or tliree 
days. This is often better for us and 
an accommodation which is appreci- 
ated by the customer. Usually they 
are very careful to be on hand with 
the money to make a saving in this 
way. 

The fact is, that notwithstanding 
+he many objections which have and 
can be raised against this plan, we 
have found by actual trial that for 
ourselves in our community none of 
the objections are worth considera- 
tion, and the whole proposition works 
out remarkably well. 

We are so well pleased with the re- 
sult that we are glad to have the op- 
portunity of giving the readers of 
HARDWARE AGE the facts regarding 
our experiment. 

We thoroughly believe that there 
are many dealers who could adopt 
some plan of this kind which would 
be a benefit to themselves, their cus- 
tomers and their communities. 


Boosting Sales via Your Board of Trade 


HE successful hardware mer- 

chant is a member of his local 
board of trade—or, if he isn’t, he 
should be. Boards of trade and 
similar organizations are mediums 
for the exchange of thought and 
are vital to the successful conduct 
of business. The board of trade, 
through its ability to get con- 
certed action, is able to fight trade 
abuses and is able to put co-opera- 
tive movements afoot, which, for 
an inconsiderable individual expen- 
diture, mean real profit to the mer- 
chants participating. 

Some weeks ago the Port Rich- 
mond Board of Trade, Staten Island, 
N. Y., held a “Dollar Week.” This 
week was a great success. It is 
worth reading about because our ac- 
count may contain some practical 
suggestions which could be profit- 


ably utilized in other communities. 

The cost to the individual mem- 
bers participating was $15. But if 
each, acting separately, had spent 
many times that amount, the re- 
turns would probably have been far 
less satisfactory. The board sup- 
plied all the publicity needed to put 
the “week” across—supplied the ad- 
vertisements, window trims, ban- 
ners, distributed the circular mat- 
ter, etc. 

In the first place a four-sheet fly 
leaf containing the announcements 
of the merchants was prepared. 
Each square was numbered and 
each merchant drew in order to de- 
termine his space—in this way 
avoiding any question as to location. 
These circulars were distributed in 
a house-to-house canvass. 

As the Christmas season ap- 


proaches, the board is planning to 
hold another special week. One of 
the plans under advisement could 
be worked successfully by other 
boards. This plan provides for 
members pooling 1 per cent of their 
profits for a two months’ period,. 
the total to be expended in awards. 
to the local charitable or educa- 
tional institutions, receiving the 
largest number of votes. The man- 
ner of voting would be as follows: 
Each of the stores would issue 
coupons or ballots with each pur- 
chase, and the purchaser would 
then use these for voting, the num- 
ber of votes being only limited by 
the number of purchases made. 
The institution receiving the largest 
number of votes would be awarded 
the sum of $1,000, the second $500 
and so on. 
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Chinese Raced Brings Thanksgiving 


Customers to Massachusetts Store 


E Americans are a cosmo- 
\ politan people, not only so- 
cially, but intellectually as 
well. Some people get a lot of 
pleasure out of art, and some out 
of literature, others are enthusiastic 
over the opera and still others rave 
over the movies. Again, some people 
take a great deal of pleasure in éat- 
ing at the Ritz-Carlton, while others 
have just as good a time dipping 
into a dish of chop suey in Chinese 
restaurants. And a majority of us 
like everything, but naturally some 
things better than others. 


A Chinese restaurant, in this 
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specific instance, serves as the back- 
ground for a merchandise story. It 
is located in Fitchburg, Mass., is 
operated by a thoroughly American- 
ized Chinaman and is a thoroughly 
respectable place to frequent. An 
idea was born here that radiated to 
a retail hardware store, and resulted 
in larger sales of certain kinds of 
merchandise sold therein. Which, in 
the end, will prove that the retail 
hardware store window dresser will 
do well to look about his home town 
or city for suggestions in the art of 
swelling sales. 

By invitation the advertising man- 


F hie 
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ager and window dresser of the 
Fitchburg Hardware Co., with 
others, attended a dinner which was 
held in the Chinese restaurant. An 
odd-shaped, unopened box. caught the 
eye of the party, and aroused the 
curiosity of the advertising manager 
and window dresser. Although a 
native of New England, in this case 
he was “from Missouri.” Persistent 
inquiry proved the box contained a 
large Chinese screen. 

It so happens that this Fitchburg 
window dresser looks upon merchan- 
dise as something more than mer- 
chandise. Electrical appliances, glass 


{t ca LIAS ayia) 


This illustration shows how the Fitchburg Hardware Co. utilized the Chinese screen as a background for a display of electrical 


goods and silverware. 


Above we see it used as a Thanksgiving setting for Thanksgiving hardware merchandise 
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cooking ware and thermos bottles, 
made in America, to him represent 
something more than _ electrical 
appliances, glass cooking ware and 
thermos bottles. They represent 
American artcraft, acquired through 
years of patient study and manufac- 
turing headaches, the expenditure of 
a great many thousands of dollars by 
producers in bringing the craft up 
to the perfect point. They are char- 
acteristic of our manufacturing 
ideals and representative of us as a 
people. 
Justice in Window Display 

Electrical appliances, glass cook- 
ing ware and thermos bottles repre- 
senting, as they do, some of the best 
phases of our national artcraft, this 
Fitchburg man believes justice to 
such should be the effort of the win- 
dow dresser in making displays. He 
feels it is not fair to the merchandise 
to display it otherwise. He also feels 
that if one is not fair to merchan- 
dise, he is not fair to himself, to his 
firm, or to his customers. 

With some persuasion, the pro- 
prietor of the Chinese restaurant 
opened the box, disclosing a screen 
with an open-worked black frame of 
teakwood, wonderfully hand-carved, 
and heavy black hand-embroidered 
silk covering, a beautiful specimen 
of Chinese art. It immediately ap- 
pealed to the hardware man asa 
background for his American art- 
craft. He told the Oriental what he 
had in mind and the latter conde- 
scended to loan it to him. 


How the Screen Was Used 


The Chinese screen was first tried 
out with a display of electrical goods. 
It was used as a background with no 
embellishments. In the foreground, 
black velvet was thrown over wooden 
shelving, while a well selected assort- 
ment of percolators, toasters, etc., 
was arranged thereon. Table cutlery 
in attractive boxes, chafing dishes 
and hot water bottles were also dis- 
played in the foreground. Most of 
the articles shown were priced on 
neatly printed cards. On both sides 
of the main display there were ad- 
vertising materials supplied by 
manufacturers. 

But the window dresser was not 
satisfied, however. He felt that full 
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justice had not been accorded the 
merchandise on the screen. He con- 
fided in the store management and 
in the restaurant management. Both 
offered co-operation. Thanksgiving 
offered an opportunity for another 
try. 

This time the screen was reversed, 
the embroidered birds and lilies be- 


Why Not Do It Yourself? 


f ted Fitchburg Hardware 
Co. of Fitchburg, Mass., re- 
cently ran an attractive win- 
dow display featuring mer- 
chandise adaptable to Thanks- 
giving uses. One worth while 
wrinkle introduced in _ this 
display were two large cards 
bearing lists of articles used 
in the home during the 
Thanksgiving period. These 
lists served to remind passers- 
by of things they needed and 
served to stimulate sales to a 
marked degree. Why not try 
this yourself? 


ing relegated to the rear, while the 
clusters of beautifully worked 
chrysanthemums were brought to 
the fore. A wooden framework made 
from odd pieces found about the 
store was placed in front of the 
screen. This framework had a wide 
shelving, and the whole was covered 
with orange-colored cloth. Lastly, 
orange-tinted, black leaves were at- 
tached to the framework uprights 
and top crossbars. Two small 
orange-colored trellises, one on each 
side of the screen, were built at prac- 
tically no cost from material picked 
up about the store basement, and on 
these other orange-tinted, black 
leaves were attached. 


Showing a Thanksgiving Line 


Glass standards supporting glass 
shelving were placed in front of the 
trellises and on these were arranged 
the percolators, while casseroles in 
attractive frames were displayed 
on the shelf of the frame in front of 
the Chinese screen. In the front 
center of the window, glass cooking 


ware was shown, carving sets were 
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arranged on the sides and thermos 
bottles in the rear. In the _ back- 
ground there was a frieze of pre- 
pared paper, depicting a harvest 
field, and small paper turkeys were 
shown here and there. A few of the 
articles shown were priced, but the 
effort was made to keep as much 
printed matter out of the window as 
was possible. 

On one side, however, there was a 
large card bearing the words “Sug- 
gestions for Thanksgiving.” Two 
other cards, neatly printed, carried 
their message, one, “Things to be 
thankful for, that in this store you 
can buy good carving sets, silver. 
ware, cutlery, glass cooking ware, 
casseroles, percolators.” The other, 
“Be thankful for the fact that in 
this store you can obtain the best in 
chafing dishes, toasters, grills, tea 
pots, serving trays, carvers.” 

Attractive Lighting Effects 


The lighting effects were obtained 
by having half the electric bulbs 
shaded with orange and the rest 
with white paper. These white and 
yellow globes were alternated. The 
softness of this light, together with 
the blending of black and yellow and 
the works of American artcraft with 
the Chinese screen as a rich back: 
ground made an extremely attrac- 
tive window. 

This display not only attracted a 
great deal of attention but, best of 
all, it brought many new customers 
for the many things suggested by 
this hardware store. The window 
dresser feels, however, that such a 
window could have been made up 
with the materials he had at any 
other than Thanksgiving time. The 
main point is he took advantage of 
an opportunity to help display the 
goods his firm had to offer and ob- 
tained real results. 

All of which, as we have intimated 
before, proves that suggestions for 
retail thardware window displays 
sometimes can be found to better ad- 
vantage outside than inside the estab- 
lishment in which you work. We 
have proven that a Chinese restau- 
rant may hold such a suggestion. 
The next time it might be a barber 
shop, a blacksmith shop, or a corner 
of a manufacturing establishment. 
Use your eyes as well as head. 


66 JF your ambition is to stay in business and to succeed in the role of a 
merchant, eliminate every vestige of guesswork from your system. There 
isn’t a single thing connected with your buying and selling that cannot be put 


on a fact basis.” 


Llew S. Soule. 
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Selling Hardware South of the Rio Grande 


The Mexico Hardware Co. of Ciudad Juarez 
Uses American Methods in a Latin Country 














The Mexico Hardware Co, is endeavoring to educate the Mexican peon to use American implements instead of the primitive 


kind shown herewith. 


dred lines in Mexico presents dif- 
ficulties that, in many instances, 
are far different from those encoun- 
tered by merchants in the United 


G jie in hardware and its kin- 


States. The solution of these prob- 
lems in both countries, however, 
seems to be centered in hard work, 
coupled with a knowledge of goods 
handled and of the customer’s re- 
quirements. 

The Mexico Hardware Co., of El 
Paso, Tex., was organized a little 
over four years ago to do a retail 
business in that city. Recently the 
company established a branch store 
in Ciudad Juarez, Mexico, just across 
the Rio Grande from El Paso. This 
branch was intended to take care of 
the retail trade of Ciudad Juarez and 
vicinity, and also to handle quite an 
extensive jobbing business that has 
been built up by the firm in northern 
Mexico. 

Agricultural implements represent 
one line that the company handles 
which requires probably the most ef- 
fort in selling. That the success at- 
tained is beyond the company’s ex- 
pectations is evidence that up-to-date 
business methods have been em- 
ployed in pushing the line. 

An accompanying _ illustration 
shows a type of plow that has been 


in use in Mexico for centuries, and 
even to-day hundreds can be seen in 
the northern part of that country. 
The breaking up of a number of large 
estates into small farms rather re- 
tards the sale of modern plows and 
other equipment than encourages it. 
The small farmer has not the capital 
to invest in such appliances, and 
neither has he the inclination to 
change his methods of farming. This 
puts it up to the local merchant to 
not only give him aid in buying plows 
and other agricultural implements, 
but also to carry on a campaign of 
education under more than ordinary 
difficulties. In the first place, litera- 
ture will do little good, even if pub- 
lished in Spanish, because the ma- 
jority of these peon farmers are un- 
able to read. This being the case it 
has to be practically a word-of-mouth 
proposition all the way through. 
The Mexico Hardware Co., how- 
ever, thrives in spite of these diffi- 
culties. In one of the Ciudad Juarez 
store windows a modern plow has 
‘been placed, and in order to attract 
attention a stuffed coyote is hitched 
to it. Other farming implements are 
on display at the front of the store 
so that all visitors cannot help but 
see them. All salesmen have been 
educated as to the advantages of us- 


In the circle is S. R. Silva, president of the company 


ing modern farm equipment and are 
urged to use every opportunity to 
impress a possible customer. In 
most instances such _ instructions 
given to customers are of a kinder- 
garten nature, as may well be 
imagined. 

One should not think that the 
wooden plow is still used on the 
larger plantations, or among the Mor- 
mon and Mennonite colonies in the 
State of Chihuahua. It is from these 
sources that the Mexico Hardware 
Company draws most of its business 
in agricultural implements, though 
this does not slacken it in its ef- 
forts to get the small farmer in line. 

Although it will doubtless be many 
years before baseball will supplant 
bull fighting in Mexico, the game is 
growing so popular that the demand 
for balls, bats, mitts, masks, etc., has 
already reached very healthy propor- 
tions. Practically all goods of this 
kind are imported from the United 
States, as was the game itself. The 
baseball fever is not confined to Ciu- 
dad Juarez, but extends to the inland 
towns and cities practically all 
through the republic. As the sea- 
son is naturally longer than that far- 
ther north, dealers are able to do 
considerable business even during 
the winter months. 
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The Mexico Hardware Co. is using 
every effort to further the sale of 
baseball goods, and finds that it ob- 
tains quick results by working 
through the schoolboys. It has as- 
sisted in organizing rival teams in 
the Ciudad Juarez schools, and fre- 
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what is ordered and shipped as speci- 
fied. Prices, of course, have a great 
deal to do with their success, but the 
Mexican merchant is frequently 
handicapped in handling American 
merchandise, even when prices are 
right, simply because the American 














This illustration gives one an excellent idea of the size of the Mexico Hardware Co. 


quently donates prizes to be con- 
tended for by different juvenile 
teams. This not only draws patron- 
age for its athletic goods depart- 
ment, but also helps in the sale of 
school supplies, such as pens, pencils, 
pads, paper, etc., of which a full sup- 
ply is carried. Incidentally, this 
school supply department has proved 
to be extremely profitable for the 
amount invested, and in turn attracts 
business for other departments. 


Believes in American Methods 


S. R. Silva, who is founder and 
president of the Mexico Hardware 
Co., is not only a believer in Amer- 
ican goods, but also in American 
business methods as far as they can 
be adopted to suit conditions in Mex- 
ico. He is a close reader of HARD- 
WARE AGE and at all times gives the 
American traveling salesman a 
hearty welcome. 

In response to a request for a mes- 
sage to American hardware mer- 
chants, Mr. Silva said: “My mes- 
sage would be more in the nature of 
an appeal to American manufactur- 
ers, who want Mexican business, 
than any words of advice to my fel- 
low merchants. The trade press, as 
long as I can remember, has been 
constantly hammering away at Amer- 
ican manufacturers and exporters to 
furnish the Mexican merchant ex- 
actly what he calls for. Substitutes 
will not do, especially on staple ar- 
ticles. 

“Germany has built up a large 
hardware business in Mexico, and al- 
though it was interrupted during the 
war, her manufacturers and export- 
ers are on the job once more and are 
working harder than ever. One rea- 
son Germany has been able to get 
back her trade is because her export- 
ers are careful to furnish exactly 


manufacturer is unwilling at times 
to make a simple change in design. 


Care in Packing Needed 


“The question of packing goods 
for interior shipment is also a seem- 
ingly small matter, but one that in 
many instances is an important fac- 
tor. One example may be cited that 
will help to explain the need for fol- 
lowing out shipping instructions to 
the letter. For instance, manufac- 
tured articles of copper or brass are 
sometimes packed with iron or steel 
articles, and on account of custom 
house regulations the higher duty is 
almost invariably assessed on the 
shipment. It would take up too much 
svace to go further into details, but 
the manufacturer should at all times 
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“Another new item in Mexico con- 
cerns safety razors. Until recently 
the sale of these in Mexico was con- 
fined almost entirely to foreigners, 
while to-day all hardware dealers 
carry a stock of best American 
makes.” 

The Mexico Hardware Co. is put- 
ting in a full line of plumbing goods 
and supplies in its Ciudad Juarez 
store, both to supply its wholesale 
and retail trade. In the retail de- 
partment sales are generally made 
directly to the house owner, although 
some business is done through the 
plumbing contractor. This is an- 
other profitable line in Mexico that 
is comparatively new, except in the 
larger cities, and is one that will 
grow rapidly as conditions become 
more settled. 

It is noteworthy that Mr. Silva and 
all of his employees in both the El 
Paso and Ciudad Juarez stores speak 
the English language as well as they 
do Spanish. 

As the stability of the present 
Mexican government becomes more 
and more apparent, there is a marked 
revival of mining and agricultural 
interests throughout the country. 
Americans and Europeans, who had 
been compelled to leave the country 
during the revolutionary outbreaks, 
are now returning, and there is also 
a steady influx of newcomers—all of 
which points to a continued area of 
prosperity. 

These improving conditions are 
being reflected more and more in the 
increased volume of sales in the hard- 
ware and kindred lines. A large per- 
centage of these goods are, of course, 





This may be in Latin-America, but it decidedly resembles one of our own progressive 
hardware stores 


follow shipping instructions to the 
letter. 


Introducing New Items 


“Although Mexico is rather a slow 
field for anything new, the fact that 
gasoline cook stoves were almost un- 
known there a few years ago, while 
large numbers are now imported, 
shows what persistent salesmanship 
will do with an article of merit. 


being purchased by the Americans 
and European residents in Mexico, 
but it is significant that the native 
population is becoming more and 
more interested in modern methods. 
Farming implements that a few 
years ago were unknown or confined 
entirely to the foreign population are 
now considered indispensable by the 
more progressive native farmers of 
the country. 
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HE other day a progressive 
hardware merchant in a small 
town told me some rather inter- 
esting facts regarding the way in 
which he had stimulated activity and 
sales in his cutlery department this 

fall. 

It seems that his attention had 
been focussed on the subject several 
weeks ago, when, after making a 
sale of a 25-cent paring knife to one 
of his good housewife customers, 
this lady dropped the remark that 
she regarded a good knife (or a set 
of them) as the most important and 
useful item in the equipment of her 
kitchen. 

This remark, although merely a 
passing thought with this housewife, 
bore fruit with the dealer for, as he 
gave it his attention, he began to 
wonder if it wasn’t often a matter 
of little things which rendered big 
services in the routine of the house- 
hold, and particularly of the kitchen. 
Surely, thought he, every housewife 
is privileged to have at least one 
good kitchen knife—say a paring 
knife, for example. 


Dressing Up the Line 


He decided to make a local test of 
his idea that the average woman 
would gladly respond to the sugges- 
tion if it were clothed with some 
particularly attractive garb. 





Putting an Edge on Your Cutlery Sales 


By A. H. VAN VorRIs 


He knéw that he carried a good 
grade of cutlery and that his sales 
were quite satisfactory, but how 
many housewives in the community 
recognized their need of new kitchen 
knives to help them along with their 
work and make it more easy and con- 
venient for them? 

It happened that about this time 
one manufacturer was putting out 
to his trade a special on kitchen slic- 
ers, a kind which ordinarily retailed 
for a quarter but for special sales 
offered at a figure which allowed 
them to be sold for a dime. Now 
that he saw the possibilities for in- 
creasing the business in this depart- 
ment, he arranged for a special drive 
in this manner. 

A window was devoted to cutlery. 
These kitchen slicers occupied the 
prominent position and were attrac- 
tively arranged in their display 
boxes, one dozen to the box. Con- 
verging price tags which caught the 
attention of the passersby were at- 
tached to the window and to each 
knife box. Other knives, shears and 
razors were included in the display, 
but the feature was on the quarter 
value for a dime. 

In order to further insure an ap- 
preciation of this value, his news- 
paper advertisements carried a cut 
and description of the knife and a 
coupon which entitled the bearer to 





one 25-cent knife for 10 cents (and 
he had actually been selling a simi- 
lar knife for a quarter). 


Confirming the Idea 


The return of these coupons (and 
they did come back in a gratifying 
manner) confirmed his idea that the 
housewives merely needed a bit of 
reminder to make them actually 
want to buy a new kitchen knife. 

Several dozen of them were kept 
in the window during this “Cutlery 
Promotion Week,” as we may call it, 
a couple were always on the main 
counter and were continually re- 
placed as soon as sold. The window 
display, newspaper advertising and 
personal counter appeal sold about 
ten dozen of these knives in a short 
time, by no means a bad showing for 
a small town. 


Good Tips from Outside Sources 


This goes to show that good tips 
often come from outside sources, as 
indicated by the offhand suggestion 
of the housewife in declaring her 
estimate of the value of a good, sharp 
paring knife. 

I know of another dealer who at- 
tributed much of his success in han- 
dling cutlery to one little service he 
rendered. 

On his counter he kept an oil whet 
stone mounted in a metal case fur- 
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nished by the manufacturer. This 
was always ready for any customer 
who desired to put an edge on his 
pocket knife, and for the ladies his 
open offer was to grind and sharpen 
one kitchen knife free of charge at 
any time. This was a simple process 
for him, although a most important 
one for the household. An emery 
wheel in the tin shop turned down 
the blade and an application on the 
oiled whet stone finished up the job 
in short order. 
Service Brings Sales 

He figured not many sales were 
due to this free service of his. It 
frequently worked out that a house- 
wife would bring a knife to be 
sharpened and while waiting for it, 
if it could be done at once, she would 
be attracted by the panel display of 
paring knives behind this merchant’s 
counter. It was only natural that 
sales should result. 

The friendly offer got to the cus- 
tomer, in the first place, which made 
her feel that that store was a good 
place to buy her kitchen utensils. 

In some sections women are ac- 
customed to buy their kitchen cut- 
lery from the 5 and 10 cent store or 
from the kitchenware department of 
the department store. Generally, price 
alone is the chief drawing card for 
these stores, whereas you can add 
quality to price and throw in some 
real service for good measure. 
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high quality product of definite and 
known make, with good steel in the 
blade, a knife of perfect balance, a 
good fitting handle and so on, you 
have gone a long way toward making 
this woman a repeat customer tor 
quality merchandise. 

This is true for the reason that in 
kitchen knives the difference in cost 
between an inferior article and a 
good one is so insignificant that it 
is hardly worth while, and the house- 
wife can be taught to appreciate this 
fact if you will but devote a little 
attention to it when she calls at your 
store. 

Pertinent Sales Points 


Here are a few points which are 
pertinent in making cutlery sales as 
they have a definite bearing on 
kitchen knives. Did you know that: 

(1) A bread knife should be a 
straight-bladed knife? This is be- 
cause the straight blade will cut a 
straight, even slice and is not so apt 
to cut through into the bread board 
or the oil cloth of the kitchen table. 

(2) A _ stiff-bladed knife should 
be used for cutting hot meats. which 
are generally of a soft and juicy tex- 
ture. This knife should also have a 
sharp point for cutting around the 
bone. 

(3) Cold meats take a thin and 
flexible knife. 

(4) Every kitchen cutlery drawer 
should contain three differently 
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a note of the following possible 
markets for various kinds of knives: 
housewives, boarding houses, meat 
markets, farmers, hotels, restau- 
rants, slaughter houses, poultrymen, 
fish markets, sportsmen fruit stores, 
delicatessen shops and soda foun- 
tains. 

Probably you can add to this list, 
but it goes to show that you are 
quite unlimited as to scope of field 
for developing sales in cutlery, and 
the list refers only to those knives 
which we may refer to as “utility 
knives.” 

You need, by no means, confine 
your sales promotion to this class of 
cutlery. 


Who Needs a Pocket Knife? 


Who needs a pocket knife? 

Every man neews one. 

So does every boy. 

If you want to stimulate pocket 
knife sales with a stimulus that has 
a real punch in it, here is a good 
suggestion which has actually been 
put into practice by a dealer recently. 

He found out, after making certain 
test cases, that there was a good, 
steady demand for a 50-cent pocket 
knife. His territory was a farming 
community. 

He figured that there couldn’t be 
any special result from a push on the 
regular 50-cent article at 50 cents— 
a cocabola-handled and _steel-lined 


All kinds of knives used in either dining-room or kitchen are to be found in this comprehensive display of the Warner 


I mean to say that you have prob- 
ably discovered that the average 
housewife merely asked for “a 
kitchen knife” or “a paring knife’— 
slicer, bread knife, butcher knife or 
what not. Once you have made her 


understand that you are selling a 


Hardware Co., Minneapolis, Minn. 


shaped paring knives in order to 
meet all the demands placed upon 
them. 
Markets for Knives 
Perhaps it may be of further in- 
terest for use in making out a mail- 
ing list for cutlery literature to make 


knife of established half-dollar value. 
After shopping around a bit he found 
just what he was looking for in a 
two-bladed, brass-lined, imitation, 
stag-handled knife made by an old 
and thoroughly reliable, domestic 
manufacturer. 
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It happened that our dealer was 
familiar with this very knife as a 
good dollar seller in high-priced, war 
times, and now that he could offer it 
for 50 cents, as low as it ever was, 
he foresaw some good sales coming 
his way. 

To make a long story short, 
through window and counter display, 
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The reply indicated the type of 
razor to suggest, and two or three 
differently priced models of the cor- 
rect style were placed before the cus- 
tomer. 

After securing his idea as to price 
and style, the salesman explained the 
details of the structure and hang of 
the razor, remarking to the cus- 


Fee al 
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Here we have a demonstration of the value of mass effect im featuring a special sale 


newspaper advertising and sidewalk 
blackboard, he sold so many of the 
knives that he has been compelled to 
reorder three times from the factory 
for rush shipments in as many weeks 
and his sale on this one knife, in 
two patterns, has run into the hun- 
dreds. 

His store is located in a small 
town, so this seems all the more re- 
markable, and I am further informed 
that sales of more expensive knives 
have been benefited through the 
means of this “leader.” 

Try it for yourself some time and 
you will be surprised that there 
seems to be no “point of saturation” 
on such half-dollar values. 


Ideas for Selling Razors 


Another important item in the cut- 
lery department is the razor. When 
you sell a razor you are also selling 
the man, for do you not find it true 
in nine cases out of ten, and the 
tenth is the case of a gift purchase, 
that men buy their own razors? 

Here are some practical ideas 
which have been found to work out 
successfully in one progressive store: 

When a customer inquired about 
a razor, the first question asked by 
the salesman was, “What sort of a 
beard have you, Mr. , heavy, 
light or medium?” 


Warner product 


tomer, “Mr. , | am so sure that 
you will be suited with this razor we 
have selected together that I am go- 
ing a step beyond the manufacturer’s 
guarantee of quality. I will say to 
you that not only is the quality in 
this razor right, but it is the razor 
best suited to your face and beard. 
I guarantee it to shave you perfectly. 
If not—return it and get another or 
your money refunded if you desire 
it.” 
Value of the Personal Note 

The personal note in this guaran- 
tee has won many satisfied customers 
for this hardware dealer. 

Just a word about the accessories 
which can be sold with the razor in 
many instances. The “beginners” 
will always need some of them and 
the “old-timers” will find others have 
to be bought for replacement. These 
items go very naturally with razor 
sales: shaving brush and soap, hone, 
strop, shaving mirror, toilet clippers, 
shaving cream or powder. 

Many of the 3,000,000 to 4,000,000 
men who were in service in the late 
war learned to shave themselves be- 
cause they had to do it then, and they 
prefer to do it now, so just consider 
the razor for securing the personal 
trade of men in your hardware store. 

We have been devoting all of these 
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paragraphs to men while thinking 
about pocket knives and razors, and 
as we started out with the good 
housewife and kitchen knives let’s 
end with another thought for the 
ladies. 

No kitchen equipment is complete 
without one of those handy devices 
for utilizing those little odds and 





of pocket knives. This window is also a 


ends of food, the waste of which cuts 
quite a hole in the household budget 
in the course of a year. I refer to 
the food chopper or grinder. 

Aside from the larger meat 
grinder for the farmer’s use at the 
fall butchering season, there are 
three sizes in the food chopper well 
adapted to household use. A counter 
display of medium size, mounted as 
on the kitchen table in the home, 
will attract good attention and bring 
sales with it. Extra knives and 
grinding plates should be carried in 
stock for the convenience of the 
housewife. 


Scissors Always in Demand 


I doubt if there is any one small 
article in your whole cutlery stock 
of stronger appeal to most women 
than a pair of shears or scissors. 

The sale of scissors in the hard- 
ware store is a splendid opportunity 
to convince women customers that a 
hardware store is not merely a place 
for a man to buy nails and screws 
and barb wire. 

These are some of the reasons why 
cutlery is an important line of sales 
building merchandise for the hard- 
ware store. 

If you don’t believe it, convince 
yourself—you can. 
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The Principles of Newspaper Display 


A Practical Discussion of the Various 


Elements Governing Effective Typography 


N our last talk, we initiated you 
into some of the mysteries of 
type. We trust by this time you 

have followed our practice sugges- 
tions and have become more familiar 
with the types used in your news- 
paper. 

We are ready now for the next step 
in our study of how to produce effec- 
tive layouts. To produce a layout 
that will stand out on the newspaper 
page, it is necessary to become fa- 
miliar with other elements than type, 
though type is our foundation. 

The subject of this discussion is 
display. First, we want to fix in 
your mind the display elements 
found in the newspaper page. A 
simple little test will do more than 
reams of talk. Hold a newspaper 
page (be careful to select a page con- 
taining both reading and advertis- 


By B. J. Paris 


ing) at arm’s length and half squint 
at it so you”see masses instead of 
separate columns and ads. You will 
see three distinct color masses—vari- 
ations of black and white. These 
three colors you perceive through 
your half-closed eyes are black, gray 
and white. 


Analysis of the Elements 


Analysis reveals the composition 
of these masses as follows: 

The Black: represented by heavy 
borders, display type and dark- 
appearing cuts. 

The Gray: represented principally 
by the light-faced body type of the 
reading columns and also by the text 
matter of the ads. Lightly drawn 
cuts and half-tones also present a 
gray appearance. 

The White: represented obviously 


by the blank portions of the news- 
paper page. 

As soon as you recognize these dis- 
play masses you have taken another 
great step in learning the art of ef- 
fective typographical composition. 
The most talented compositors and 
trained advertising layout men base 
their calculations on these three 
elements. 

A correctly designed newspaper ad 
presents these elements in correct 
proportions, thereby first compelling 
the reader’s attention and making it 
easy for the eye to read the an- 
nouncement. 

There is another factor that plays: 
an important part in securing attrac- 
tive display, and that is the appear- 
ance of the surrounding ads on the 
newspaper pages. Consider again, 
the newspaper page as a whole. As 




















Gas and Electric 


Gas and Electric Irons, 
Washing and Ironing 
Machines, Fireless 


Cookers 


to view this Exhibit. 








Come to Our Store 


Any Day Next Week 


An interesting Exhibit 
of Kitchen Appliances 


Everything for your comfort 
and convenience. Don’t Fail 


Jones Hardware Co. 
917 South Salina Street 


This ad contains too much black type, is crowded and hard 
read and does not stand out on the newspaper page 
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This ad has wide margins, correct contrast of black and gray 


masses and is far easier to read. Its margins will make it stand 
out on the newspaper page 


Come to Our Store 
Any Day Next Week 


An Interesting Exhibit 
of Kitchen Appliances 
Gas and Electric : : : 


Gas and Electric Irons 
Washing and Ironing 
Machines, Fireless Cookers 


Everything for your comfort 


and convenience. 
Fail to view this Exhibit 


JONES HARDWARE CO. 


917 South Salina Street 
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Don’t 
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This ad illustrates the bad effect of using a narrow margin. It 

is crowded, is hard to read and blends too easily with the 

surrounding news columns. Here the advertiser has endeavored 
to “fill the space” 
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Thanksgiving 
Cutlery 





Thanksgiving Cutlery 








AKE your Thanksgiving Dinner a 
memorable family occasion by grac- 

ing the table with a new carving set that 
will delight all eyes and perform the diffi- 
cult carving job with the utmost satisfac- 
tion. Now is the time to dispense with 


M AKE your Thanksgiving Dinner 

a memorable family occasion 
by gracing the table with a new carv- 
ing set that will delight all eyes and 
perform the difficult carving job with 
the utmost satisfaction. Now is the 
time to dispense with that old set and 
get the new one at our store. A new 
line of carvers awaits your inspec- 














tion. 








Jones Hardware Co. 


Prices to Suit Every Purse! 
Patterns to Suit Every Preference! 


store. 
inspection. 


917 South Salina Street 


Patterns to suit every Preference! 


EST UTETEg HTSEPEEERE TT asian ititeteeneiitiniinediiaall | JONES HARD WARE C O. 


Compare this ad with its wide margins, its free, clean-cut 
appearance and its easily read copy with the one at the right. 


This ad stands oat like a picture on the wall and is not 
dominated by surrounding material 


that old set and get the new one at our 
A new line of carvers awaits your 


Prices to suit every Purse! 








917 South Salina Street 





a general rule it will either present 
a heavy, dark appearance or have a 
grayish look, due respectively to 
heavily and lightly displayed ads. 
Examine the page of the newspaper 
on which your ad appears. If the 
ads surrounding your own present a 
‘dark appearance then you will use a 
light display and vice versa. This 
is a most important contrast in dis- 
play—the contrast of color. 


Concerning the Shape of Ads 

Another element in display is that 
of shape. If most of the surround- 
ing ads are single column in size, 
you will secure the important con- 
trast of shape by using double- 
column space. On the other hand, 
supposing the page on which your id 
appears is a page filled with double- 
column ads. By inserting a three- 
column short length ad, you make all 
the other ads help your own to stand 
out on the page. 

Further elements, in addition to 
those already described are varying 
cut and border arrangements. If 
the surrounding ads have square- 
cornered borders (this is the usual 
practice) make yours round-cor- 
nered. Or, if heavy borders are 


much in evidence, use a light, fancy 
border or merely top and bottom 
rules, 

There is another factor in display 
which should come in for consider- 
able study for it is perhaps the great- 
est single factor in ad composition. 
We refer to the margin. 

The margin, in an advertisement, 
is the width of white space which 
separates the reading matter of an 
ad from the border or from the news- 
paper column rules where no border is 
used. Some of the most unusual and 
striking display effects have been 
secured by the manipulation of the 
margin. 

Comparison with the Picture 


You know it is necessary that a 
picture have a frame and mat or 
background in order to be most effec- 
tive. In comparing an ad with a 
picture, we find it exactly the same 
as far as the law of optics is con- 
cerned for in an ad the border is 
the frame (or the newspaper rules 
may so serve) and the margin is the 
mat or background which sets off the 
type matter. 

Therefore, it becomes apparent 
that an ample margin should be the 


rule. Generous margins mean more 
attractive and more easily read ads. 
There is a marked tendency on the 
part of advertisers to cram their 
space full of type matter in the be- 
lief that space is expensive and 
should be used to the fullest extent. 
This is an erroneous belief for the 
reason that cramming an ad full of 
type and using little or no margin is 
almost a sure way to make it un- 
noticed and unread. 


Use of Too Much Display Type 


Another erroneous belief on the 
part of many advertisers is that the 
more black type they use, the more 
prominent will be their ad. This is 
in direct opposition to the law of 
emphasis which say that “too much 
emphasis destroys all emphasis.” 
The most effective display is that in 
which the three display elements— 
black, gray and white, are so propor- 
tioned that they help accentuate each 
other. By the same token, the use 
of too much white space will give the 
ad a weak, disconnected appearance 
and too large amount of gray, un- 
broken by display lines overbalances 

(Continued on page 60) 
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Shading serves to make this show-card 


more effective 


HE elementary strokes used in 
forming this standard alpha- 
bet are very plain and easy to 

make. The idea is for the beginner 
to practice them apart from actual 
letter formation until the “feel” of 
the brush has been acquired, after 
which the knack of forming them 
into legible characters or letters will 
be much easier. 

Elementary Lessons Essential 

Lessons in show-card writing, in 
order to be of value to the novice, 
should be as elementary and brief 
as possible. When one stops to con- 
sider that there are but twenty- 
four single strokes required to form 
the basic parts of the seven capital 
letters shown herewith, it demon- 
strates plainly that there is very lit- 
tle technical mystery concerning 
plain lettering. 

Of course, it should be understood 
that no letter is actually 
completed or finished off in 
three or four strokes of the 
brush, or as the case may 
be, any more than an iron 
casting is finished when 
removed from the mold in 
the foundry. The rough 
places must be smoothed 
off and a touch of the 
brush here and there is 
necessary in order to com- 
pletely finish the letter. 

The arrow points indi- 
cate the direction in which 
each separate single-stroke 
is taken, and the small 
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The Egyptian 
Alphabet— 
Its Uses 


and 


Advantages 


By JOSEPH BERTRAM JOWITT 


order in which they should go. When 
making the downward strokes the 
brush should be brought almost to 
the lower or bottom guide line, then 
removed and rolled sideways be- 
tween the thumb and the first two 
fingers, until at right angles to the 
preceding strokes. In this position 
the brush is ready for the finishing 
strokes. 

These simple Egyptian letters 
have the advantage over most other 
types on account of the three follow- 
ing reasons: 


(1) Fewer strokes are required 
to construct each letter. 

(2) The strokes are uniform 
width all around, which re- 
quires no shaping of the 
brush for light and heavy 
strokes. 

All finishing strokes are 
square, making sharp 





numerals by the side of the 
arrowheads indicate the 


Shaded letters and a few scrolls give this card an air of 


distinction 
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A Knife Sharpener 
a woman can use. 


RADIAC 


Practicall 
Unbreakable 
A steel core extends 


to within half an inch 
of the end —_— 





This illustrates the possibilities of the 
lower case letters 


“spurs” or fancy work 
unnecessary. 

First of all, two horizontal guide 
lines are necessary to keep all cap- 
ital letters of uniform height. Four 
guide lines are necessary for the 
lower case letters in order to allow 
for letters which extend above and 
below the body guide lines. In 
other words, the capital letters 
should be at least one inch higher 
than the lower case letters in all 
cases. 

The laying out and spacing of let- 
tering has much to do with the at- 
tractiveness and general appearance 
of a show-card. Poor lettering, 
properly spaced, will present a much 
better appearance than perfect let- 
ters which have been poorly spaced. 

Regarding Spacing 

There is no set rule governing the 
spaces between letters and words. 
The whole thing is gaged 
by approximates until the 
eye becomes trained to the 
proper distances between 
letters and words. A good 
rule to follow is to allow 
the width of a single stroke 
of the brush used for the 
space between letters—and 
the width of any capital 
letter H for the space be- 
tween words. Letters of a 
slanting nature such as A, 
W, when coming together 
should be allowed more 
space than between straight 
letters. 

Beginners who experi- 
ence difficulty in keeping 
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letters from leaning to the right or 
left may soon overcome this fault by 
ruling off a card or paper with a 
series of upright lines similar to 
those in the accompanying illustra- 
tion. The ruling may be done with 
a pencil and should be as uniform as 
possible. Have each line the width 
of the brush to be used; that is, the 
thickness of the stroke the brush 
will make after it has been dipped in 
the ink and flattened out. The show- 
cards illustrating this article are 
made on a half sheet measuring 14 
by 22 in. They were lettered up- 
right (with the exception of one 
football card which was _ lettered 
“landscape”). The lettering was all 
done with numbers 8 and 12 red 
sable, show-card brushes. 


The Lower Case Letters 


The lower case letters are much 
easier to learn, as they are simple in 
their construction and require but a 
few strokes to complete. They 
should be used in preference to the 
capital letters for all descriptive 
reading, leaving the capital letters 
for captions, headings and where 
special emphasis is required. 

This department is always ready 
to advise those interested in learn- 
ing show-card writing on any subject 
they may want to know. The ad- 
dress of show-card supply houses 
may also be had upon request. 

There is no profession or side line 
so profitable as show-card writing 
























































Ruled card showing method of securing 
letters of uniform width 


considering the short time required 
to learn it, and the small cost of a 
beginners’ outfit. The outfit in 
question should consist of two red 
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sable, show-card brushes No. 8 and 
No. 12, one 25 cent jar of black 
water color show-card ink and one- 
half dozen speedball, lettering pens 
and a few sheets of cardboard. 

The beginner should understand 
that hardly any two show-card 
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This department has received sev- 
eral requests for information on 
transparent paper signs for show 
window display. This paper comes 
in rolls 36 by 42-in. wide and fifty 
or more yards long. It may be pur- 
chased from either Wallbrunn Kling 
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DCCA TOOLS FANG 








This chart shows the strokes: used in making the first seven letters of the Egyptian 


alphabet. 


writers make the same alphabet of 
letters exactly alike. There is a cer- 
tain individuality about every man’s 
writing or lettering that is different 
and no matter how much he may 
strive to emulate the work of an- 
other his work will vary a trifle, 
though probably not noticeable to 
anyone outside of the show-card 
profession. 


Numbers indicate the order in which the strokes are made 


& Co., Chicago, Ill.; Bert L. Daily, 
Dayton, Ohio; N. Glantz, 31 Spring 
Street, New York City. Water color 
inks will not work properly on this 
transparent paper, as the glue binder 
in the ink will draw the paper in 
wrinkles. Use oil paint colors which 
are in paste form and ground in 
Japan. Thin them to proper work- 
ing consistency by adding turpentine. 


Real Service 


HE most abused, overworked 

word in the language of business 
is “Service.” It is used as an ex- 
cuse for high prices and as a defense 
for gouging extra money from the 
unwilling consumer. Many merch- 
ants and advertisers give vent to 
much meaningless drivel about the 
amount and value of their so-called 
service. 

In spite of all this, real service is 
still at a premium, and is in greater 
demand to-day than it has ever been. 
Here are a few kinds of service that 
every retailer may with profit earn- 
estly seek to give: 

Furnishing the customer with the 
article called for, without attempting 


substitution of any other article. 

Selling goods of known merit at a 
reasonable profit. 

Keeping his store clean and his 
stock well arranged. 

Making it easy for the customer 
to find what he wants, and also to 
find the price easily. 

Insisting upon genuine courtesy— 
not groveling servility—on the part 
of every clerk. 

Wrapping of merchandise and de- 
livery of change with minimum of 
delay. 

Eliminating even the possibility of 
embarrassment of any customer for 
any reason whatever.—Tips and 
Nibs. 
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Adapting the Booth Idea 


HE development of depart- 
ments, and featuring profit- 
able specialties has succeeded 
in building up a super retail hard- 
ware store in Cedar Rapids, Iowa. 
The writer had long been antici- 
pating a visit to the Stepanek & 
Vondrecek store in the above men- 
tioned city, and his ambition was 
recently realized by a personal visit 
to the store and a lengthy interview 
with Mr. Stepanek himself. At that 
time the firm tvas very busy doing 
some extensive remodeling in the 
basement of their building, shaping 


up what has proven to be one of the 
finest stove rooms in the country. 
The pictures will convince our read- 
ers that this statement is true, and 
will give you a vivid picture of the 
interior arrangement of this estab- 
lishment. 


Complete Data at Hand 


To begin with, the business of 
Stepanek & Vondrecek has not been 
built on guess work, for the very 
complete and accurate bookkeeping 
and accounting system, which tabu- 
lates the details of this business, is 





Here is 
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widely known by hardware men of 
Iowa and other states as well. It is 
the result of many years of study 
and work on the part of Mr. 
Stepanek, who perfected this system, 


‘which is identical with that used by 


a good many large retail stores. 
Mr. Stepanek stated to the writer 
that the business was divided into 
nineteen merchandise departments. 
‘ach one is an open book to the pro- 
prietors, and shows at all times its 
individual sales and profits. In this 
manner it is easy to see if any de- 
partment ever needs ‘any bolstering 


one view of the stove department of Stepanek 4 Vondrecek, Cedar Rapids, Iowa, showing the booth arrangement. 


Above is the main floor of the establishment 
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up, and which is the most profitable. 

The picture of the main floor 
gives a general impression of how 
the sales room is departmentized. 
The open booth system is used 
throughout the entire store, the sea- 
sonable lines being displayed in turn 
in different booths where they show 
up to the best advantage, and are 
moved back in turn to make room for 
other seasonable lines as the occasion 
demands. This system of display 
gives the firm an opportunity to 
show individual lines separately, and 
grouped together as they should be, 


The two illustrations on this page give one a further idea of the way in which this system works out. 
occupies the entire basement and is 120 ft. long by 40 ft. wide 
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to the Stove Department 


for example: electrical kitchen uten- 
sils, housecleaning utensils, phono- 
graphs, toys, aluminum and enameled 
ware, sewing machines, and many 
other kindred lines. The display of 
cutlery, tools, and other lines com- 
monly found in hardware stores, can 
be readily noted by the reader in the 
picture of the main sales room. 


Complete Stove Display 


A prominent stove manufacturer 
recently made the statement to the 
writer that the new stove depart- 
ment of Stepanek & Vondrecek is 
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unsurpassed in any hardware store 
in America. The idea, which has 
finally been carried out in perfect- 
ing this stove room, has been a dream 
of Mr. Stepanek’s for many years 
and he has finally achieved this end 
in reality. 

In order to give you hardware 
men an idea as to the size of the room 
one must realize that it occupies the 
entire basement of the building, the 
dimensions are 40 ft. by 120 ft. This 
entire space has been divided into 
ten separate booths, each booth hav- 
ing a capacity of from ten to twelve 





This department 
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Looking down the main aisle of the stove department. 


ranges. All the booths are filled with 
the sample stoves, totalling between 
100 and 120 displayed to best ad- 
vantage. There is no waste space in 
the individual booths, for they are 
comfortably filled with plenty of 
room in the center, each booth hav- 
ing a table and chairs for the com- 
fort of the customer, and plenty of 
electric light. 


No Mixing of Lines 


In the first place let it be stated 
emphatically that this hardware 
firm, which has built up a very suc- 
cessful business, does not believe in 
mixing lines. Nowhere is this policy 
more in evidence than in the stove 
display, which features one manu- 
facturer’s line only. There is no 
opportunity for the salesman or the 
customer either to get on the fence 
and wonder which line is the best. 

The color scheme is wonderfully 
effective and the arrangement very 
tasteful. All of the white ranges 
are found in one booth, the grey in 


The 


the display and makes the reading 
more difficult. 

From the foregoing comments, we 
deduce the following governing facts 
concerning display. 

(1) That the display elements of 
the newspaper are black, gray and 
white. 

(2) That these elements must be 
properly balanced in each ad, with 
no single element predominating. 
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another, the blue in another, while 
the plain trimmed ranges are in still 
another. The heaters and the hard 
coal stoves and the furnaces each 
have their own home, and the color 
decoration harmonizes with each. 
There is an old saying that mer- 
chandise well displayed is half sold, 
but there is no doubt but that this 
statement could be made _- still 
stronger. Study this arrangement 
carefully, and in your opinion don’t 
you think that the Stepanek & Von- 
drecek firm have solved one of the 
greatest problems in the retail hard- 
ware business? Specialization, de- 
partmentizing and proper arrange- 
ment go a long ways nowadays in 
building a business. 


Personal Attention 


Do not think that perfecting a 
business such as has been done in 
this case is just a natural result of 
spending money in order to do so. 
Mr. Stepanek, Mr. Vondrecek and 
Mr. Stepanek, Jr., give the business 
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Washing machines and other large articles are also shown here 


their personal attention at all times, 
and you can often find them long 
after hours at night behind closed 
doors studying the ways and means 
to improve and better their business. 


Advertising and Efficiency 


They are firm believers in adver- 
tising, efficient store management, 
accurate accounting systems and in 
the development of _— specialities 
which, by the way, is one of the 
profitable sources of income for any 
hardware store. Ask the question 
of yourself, why do the department 
stores, the variety stores, the drug 
stores, and housefurnishing estab- 
lishments, steal legitimate hardware 
lines? It’s up to the hardware man 
to maintain his business and keep 
the lines that rightfully belong to 
the hardware store. In walking into 
the Stepanek store the writer neg- 
lected to mention that the window 
display is always attractive, is fre- 
quently changed and is done by Mr. 
Stepanek, Jr. 


Principles of Newspaper Display 


(Continued from page 55) 


(3) That in addition to properly 
proportioning these elements, fur- 
ther display prominence be secured 
through. contrast with surrounding 
ads. 

(4) That contrast be secured 
through the shape of the advertise- 
ment itself. 

(5) That contrast be 
through border arrangement. 

(6) That the margin is a deter- 


secured 


mining factor in securing effective 
display. 

Make a study of ads in your news- 
paper with these display principles 
in mind and criticise them accord- 
ingly. You will readily become fa- 
miliar with the common errors of 
display, and, with the information 
this article conveys, you will be en- 
abled to guard against such errors 
in your own ads, 
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President Halts Rush for Tariff Changes—AIl Requests 
Go to Tariff Commission—Shipbuilding Shows 
Discouraging Slump 


with “Chinese Wall” tariff lean- 

ings, who expected to bring 
strong political influence to bear upon 
President Harding to induce him to 
raise the duties on their products, pur- 
suant to the flexible tariff provisions of 
the Fordney-McCumber law, are greatly 
disappointed because of the President’s 
order directing that all requests, ap- 
plications or petitions for higher or 
lower duties “shall be filed with or re- 
ferred to the United States Tariff Com- 
mission for consideration and’ for such 
investigation as shall be in accordance 
with law and the public interest under 
rules and regulations to be prescribed 
by such commission.” 

The President foresaw that many 
pilgrimages would be made to the 
White House to urge increases or de- 
creases in the rates of the new tariff, 
and decided to head them all off with- 
out depriving anybody of his right to 
present his case in the proper quarter. 
How these cases will be handled is set 
forth in the following semi-official state- 
ment prepared by a member of the 
tariff commission: 


OR: domestic manufacturers 


No Danger of Demoralization 


“Obviously, the mere filing of an 
application with the tariff commission 
for a change in tariff rates does not 
entitle a party to a formal proceeding. 
Only those cases will be taken up for 
action which present a prima facie 
case under the law and which involve 
the public interest. 

“The commission will be at liberty 
to narrow or widen the scope of any 
case laid before it and will not be 
limited in its findings to the relief asked 


WASHINGTON, D. C. 
Oct. 30, 1922. 
By W. L. CROUNSE. 


by the applicant. Its proceedings will 
be in the national interest. 
“Proceedings before the commission 
will be of a judicial character. The 
nature of each proceeding will be set 
forth in a statement which will be pub- 
lished. On specified dates all inter- 
ested parties will have an opportunity 
to be heard and present fully any acts 
which may be deemed relevant. 
“Hearings will be supplemented by 
field investigations both in the United 
States and in foreign countries. At no 
point will the action of the commission 
be precipitate. The commission’s find- 
ings will be arrived at under regular 
procedure such as would be followed 
by a court or by a commission such as 
the Interstate Commerce Commission.” 


Criticisms Are Sharply Met 


Criticism of the flexible tariff provi- 
sion of the new law that it will unsettle 
industrial conditions and inject a fac- 
tor of uncertainty that might prove 
demoralizing to business in many lines 
is sharply met by William S. Culbert- 
son, vice-chairman of the commission, 
in a statement prepared at the instance 
of the American Mining Congress, which 
recently held a largely attended meet- 
ing at Cleveland, Mr. Culbertson says: 

“Uncertainty to business has been 
urged as one of the objections to this 
new power conferred upon the Presi- 
dent. On the contrary, it is more than 
likely that these provisions will lead 
to greater stability. 

“Nothing could be more disturbing 
to business than the long drawn out 
tariff controversy through which we 
have just passed. For a year and a 
half Congress has been working on the 


tariff and business has been held in 
suspense. Business men should be in- 
terested in a measure which affords them 
adequate opportunity to be heard and 
to have individual rates modified to 
meet changing conditions without the 
serious upheaval which always comes 
with a general tariff revision. 

“Rapidly changing economic condi- 
tions, the growing complexity of Amer- 
ican industrial life and the increasing 
burden on Congress of general tariff 
revisions have led Congress to turn over 
to the President, with the cooperation 
of the tariff commission, the adjust- 
ment of individual tariff rates in ac- 
cordance with a definite rule. Congress 
has laid down the principle which is to 
guide the President in adjusting tariff 
rates and it has then provided a judicial 
method for finding the facts and for 
the application to them’ of the rule laid 
down, 


Meaning of “Cost of Production” 


“Under Section 315 individual tariff 
rates can be adjusted upward or down- 
ward within definite limits. When 
economic conditions require the change 
of a tariff rate it is not necessary un- 
der this new system to await a general 
revision of the tariff in order to obtain 
relief. 

“The section provides that any rate 
of duty may be increased or decreased 
50 per cent of such rate if necessary 
to equalize the ‘differences in cost of 
production in the United States and the 
principal competing country.’ 

“Considering the purpose for which 
the rule is laid down, the phrase ‘cost 


(Continued on page 73) 
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MARKET REPORTS 


MARKET SUMMARY 


Quality Goods in Better Demand—Prices Still Advancing— 
Holiday Buying Gathering Momentum 





OLIDAY buying is gathering momentum, prices are still mov- 

ing upward, and a reported increase in the demand for quality 
merchandise constitute the principal features in the present hard- 
ware market. 

The price situation occupies a good deal of attention. Some 
buyers seem inclined to feel that many of the recent price advances 
are not thoroughly warranted by present conditions. Others present 
apparently convincing reasons, based on production and distribution 
costs, which in their opinion more than justify higher prices. No 
marked declines, however, are expected, market authorities say, for 
some time. 

The increased demand for quality merchandise is caused by holi- 
day trade requirements and also, in the opinion of many observers, 
by better fundamental business conditions. 

Among the important price changes of the past week were: An 
advance of 10 per cent in glass; an advance of $2.50 per ton in sash 
weights; an advance of 10 per cent in galvanized pails, and a reduc- 
tion of 1 cent per pound in manila rope and of 2 cents per pound 
in sisal rope. 





NEW YORK 


Price L OCAL price changes during the past Local 


Changes week were not numerous. Those Shortages 
that were reported by jobbers were the 


7 
H 


MONG the articles that are most in 
demand at present in the local mar- 
ket, and which are listed by some jobbers 
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following: 

Bar solder advanced 2 cents and is now quoted at 28 
cents per Ib. 

Some of the lower priced grades of lock sets were re- 
ported to have been advanced about 5 per cent. 

Sash weights were advanced 30 cents per cwt., and are 
now being quoted at $3.45 per cwt. out of New York stock, 
and $3.25 per cwt. from factory. 

Back band webbing advanced 10 per cent. 

Dull brass and antique copper butts, 34 x 3 in., which 
are very popular at the present time in the local market, 
were advanced by some local jobbers 4, cents per ‘pair in 
case lots. 


Current UALITY merchandise is gaining in 

Demands popularity, which some observers in 
the local market regard as convincing 
proof of returning prosperity. 

Seasonable fall and winter articles are in particularly 
strong demand, and staples of all kinds are said to be 
holding buyers’ interest with remarkable consistency. The 
demand for holiday merchandise is growing stronger, 
especially for cutlery, housefurnishing goods and electrical 
specialties. 

One of the peculiarities of present buying observed in 
the local market is the concentration of demand on some 
particular number of a certain line, which at times be- 
comes so great that it creates a temporary shortage. When 
the shortage manifests itself the demand is switched to 
some other article and the same process is repeated. 


Ash Sifters—A stronger demand is Axes and Hatchets.—Good buying is 
reported. Prices are firm and stocks reported. Stocks are fair and prices 


are said to be plentiful. firm. 


Jobbers’ quotations, f.0.b. New York: 
Ash sifters, revolving, galvanized, 
packed 2 to a crate, $2.10 each. 


Jobbers’ quotations, f.o.b. New York: 
Ordinary grade handled axes, 3 to4 
lb., $16.50 per doz. net; 3% to 4%-Ib., 


among the shortages, are: Letter box 
plates, mail boxes, keg nails, galvanized wire, and some 
items, such as lock sets, in builders’ hardware. 

The shortage that exists in letter box plates and mail 
boxes has been caused by the demand which was created 
by the Postmaster General’s order that all householders 
must have mail boxes installed, or slots cut through the 
doors, within four months’ time. The shortages in keg 
nails and galvanized wire, and also in lock sets, have been 
caused by alleged labor, fuel and freight car shortages. 


Market NE of the most vital subjects dis- 
Sentiment cussed by local jobbers and retailers 

is the question of price tendencies. 

Strictly speaking, there are two funda- 
mentally different points of view. One of these, which is 
held, perhaps, more generally by retailers, is the belief 
that the alleged causes for some of the comparatively re- 


_cent price advances are, broadly stated, fictitious under 


analysis. 

There are others, however, both retailers and jobbers, 
who feel that there is ample justification for many of the 
recent advances because of the higher raw material costs, 
the labor situation and the fuel and freight car shortages. 

Few believe that there will be any material price reces- 
sions for at least the balance of this year. Those who 
regard some of the recent advances with suspicion look 
forward to reductions after the first of January, while 
those who consider present prices justified by conditions 
seem inclined to feel that any strong market decline will 
have a demoralizing influence on industrial enterprise. 


$17 per doz. net; 5 to 5-Ib., $18 per 
doz. net; 4% to 5%-lb., $18 per doz. 
net; 5%-Ib. solid, $18.50 per doz. net. 

Flint edge Rockaway pattern axles, 
8 to 4-Ib., $19.25 per doz. net; 2% to 
4%-Ib., $19.25 per doz. net; 4 to 5-Ib., 
$19.75 per doz. net. 

Connecticut pattern axes, 3 to 3%- 
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Ib., $18. 50 per doz. net. 

Hat chets, full polished half and 
shingling, No. 1, $18.80 per doz.; No. 
2, $19.40 per doz. 


Bolts and Nuts.—This line has a firm 
tone and is characterized by a con- 
sistent demand. Prices are firm and 
stocks are said to be evenly balanced. 


Jobbers’ quotations, f.o.b. New York: 

Square nuts, %-in., 16c. per Ib.; 
fs-in., 15¢c. per lb.; %-in., 13c. per lb.; 
ye-in., 12c. per lb.; %-in., 1lc. per Ib.; 
5-in., 10c. per Ib.; %-in., 9c. per Ib. 

Common carriage bolts, % x 6-in. 
and smaller, 30 to 30 and 5 per cent; 
= and thicker, 30 to 30 and 5 per 
cent. 

Machine bolts, % x 4 and smaller, 
40 to 40 and 5 per cent; larger and 
thicker, 40 to 40 and 5 per cent. 

Lag screws, 40 to 40 and 5 per 
cent. 

Semi-finished hexagon bolts, % and 
smaller, 65 per cent; larger and 
thicker, 60 per cent. 

Tinners’ rivets, 50 to 50 and 10 per 
cent, 

Hexagon machine screw nuts, iron, 
66% per cent; brass, 4-32 and 14-20, 
. 50 and 10 per cent from new 
ist. 

Toggle bolts, steel bright finish, 75 
per cent. 

Stove bolts, 75 to 75, 10 per cent. 

Iron rivets, 50 to 50 and 10 per cent. 

Solid copper rivets, 40 per cent. 

Lock washers, 7 to %-in., 70 per 
cent; fe to %-in., 50, 10 and 5 per 
cent; }4 to 1-in., 40 and 5 per cent. 


Butts.—Prices advanced 4'c. per 
pair on one of the most popular local 
sizes. Interest is strong and stocks fair. 


Jobbers’ quotations, f.o.b. New York: 

Butts, 3% x 3%, dull brass or an- 
tique copper, in case lots, 25c. per 
pair. 


Carving Sets.—Good sales are re- 
ported by local jobbers. Prices are 
characterized as “stiff” and _ stocks 
“medium.” 


Jobbers’ quotations, f.o.b. New York: 

Three-piece carving set, stag, 
forged steel bolster, knife §-in. steel 
blade, $2.75 to $4.75 each. 

Three- piece carving set, sterling 
silver ferrule, knife 8-in. resist stain 
steel, $4.75 to $7 each. 


Food Choppers.—The demand is said 
to be growing more active. Prices are 
firm and stocks ample. 


Jobbers’ quotations, f.o.b. New York: 

Food choppers. —Universal No. 1, 
$22 per doz.; No. 2, $27 per doz. Dis- 
count 25 and 10 per cent. Gem. No. 
120, $16 net; No. 122, $19 net. Russ- 
win, No. 1, $15 net; No. 2, $18 net. 
Enterprise, No. 5, $2.75 each. list; No. 
10, $4.50 each list; 25 and 7% per cent 
discount. 


Game Traps.—Good orders are re- 
ported by local jobbers. Stocks are fair 
and prices firm. 


Jobbers’ quotations, f.o.b. New York: 

Triple clutch game traps, jaw 
spread 4%-in., $2.75 per doz. 

Jump traps, with chain, No. 0 
$2.87 per doz.; No. 1, $2.75 per on; 
No. 1%, $4.12 per doz., and 
$6.75 per doz.; No. 3, $8.87 per Seat - 
No. 4, $10.37. 

Triumph ‘rape, No, 10, $1.55 per 
doz. ; = 11, $1.85 per doz.; No. 11%, 
$2.75 per doz. : No. 12, $3.60 per doz.: 
No. 13, $6.20 per doz.; No. 14, $7.35 
per doz. 


Hand Tools.—Activity features tools 
of all kinds. The market is very strong 
and stocks on the whole are ample. 


Jobbers’ quotations, f.0.b. New York: 

Claw hammers, No. 1 size, $13.36 
per doz.; No. 1% 'size, $12.74 per doz.; 
No. 2 size, $11.48 per doz. 

Machinists’ hammers,  8- -0z., $8.40 
per doz.; 12-o0z., $12 per doz.: 16-oz., 
$8.60 per doz.; 20-0z., $9.45 per doz. 

Hand Drilis.—Steel frame, nickel 
plated, cut gears, black enamel, 
length, 11-in. without drill points, 
$2.30 each. Same, large size, length 
1214-in., $2.42 each. Same, black 
enamel frame. 12%-in. long with 8 
drill points, $2.17 each. Same, solid 


Others, 


local orders. 
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steel frame, detachable steel handle, 
hollow end handle, partly nickel 
plated, 1l-in., no drill point, $1.91 
each. 

Breast Drill.—Malleable iron frame, 
adjustable breast plate, barber chuck, 
forged jaws, cut gears, 2-jaw chucks, 
15-in., $2.85 each. Same, cast iron 
frame, 8-in., $3 each. Same, ball bear- 
ing, malleable iron stock, chuck and 
crank nickel plated, with level at- 
tachment, 17%4-in., 2-jaw, $3.83 each; 
3-jaw chucks, $4.35 each. 

Bit Holders.—Extension model, pol- 
ished steel, made to follow %-in. bit 
and larger, nocnee 1 in a box, 12-in., 
$1.40 each; 15 $1.43 each; 18-in., 
$1.45 each; 24- os $1.55 each; 30-in., 
$1.65 each. 


Ice Skates.—Some jobbers complain 
that sales have not been as good as had 
been anticipated earlier in the season. 
however, report good sales, 
especially from out-of-town dealers. 
Prices are firm, and stocks are good. 


Jobbers’ quotations, f.o.b. New York: 

Men and boys’ all clamp club 
skates, top part made of best quality 
cold rolled steel, sizes 8 to 12-in. 
runners made of polished cast steel, 
70c. per pair. Same with all parts 
nickel plated, 98c. per pair. Same 
nickel plated, with hardened runners, 
$1.26 per pair. Men and boys, all 
clamp hockey skates, top plates made 
of cold rolled steel, sizes 914 to 11%, 
runner cast steel al! parts nickel 
plated, $1.03 per pair. Same with 
hardened runners, $1.35 per pair. 
Canadian hockey skates, for men, 
women and children, runners cast 
steel, all parts nickel plated, 78c. per 
pair. Same all parts nickel plated 
with extra polished tempered run- 
ners, $1.22. Extension bob skates for 
children, made of bright steel with 
web strap, one skate for all sizes, ex- 
tension 6 to 9-in., 46c. per pair. 
Women and children’s club skates 
with russet leather back and strap, 
top plates and clamps made of cold 
rolled steel, runners cast steel pol- 
ished, 96c. per pair. Same all parts 
nickel plated, $1.16 per pair. 

Skate sharpeners, $1.65 per doz. 
Skate holder for sliarpening skates, 
$6.25 each. Skate keys, %5c. per doz. 


Nails.—Shortages exist in keg nails. 
A speculative tone characterizes the 
market in some sections. 
continues to exceed the supply. 


Jobbers’ quotations, f.o.b. New York: 

Wire nails, $3.75 to $3.90 hase per 
keg. Blued wire nails, 3d fine, $5.35 
to $5.50 net per keg. Cut nails, $4.10 
to $4.20 base per keg. Coated nails, 
$3.25 to $4 base per keg 

Wire nails and lone in small lots, 
70 to 10 per cent off list. 

Roofing nails, 1 x 12, per 100 Ib., 
$6.95 for galvarized and $5.20 plain. 

Wholesale prices vary in different 
parts of the city. 


Nut Crackers and Picks.—Interest is 
beginning to show itself in this line. 
Stocks are good and prices firm. 


Jobbers’ quotations, f.o.b. New York: 
Sets, including 1 nut cracker with 
six picks, $3 per doz. sets. 


Rope and Twine.—<Activity in the 
local market is more or less confined to 
Stocks are said to be 
ample, and prices somewhat easier. 
Slight reductions are reported of Ic. 
on manila and 2c. on sisal. 


Jobbers’ quotations, f.0.b. New York: 

Manila rope, No. 1 grade, 17 to 
19%c. per lb. Hardware grade, 15c. 
per Ib. 

Sisal No. 1 grade, 13c. per lb. Sisal 
No. 2 grade, 13c. per Ib. Bolt rope, 
22c. per lb. 

Lath yarn, lic. to 13c. per Ib. Jute 
wrapping twine, 20%c. to 25t%4c. per 
lb. India hemp twine, No. 6, lée. to 
18¢. per Ib. 


Sash Cord.—A steady demand, fair 
stocks and firm prices feature this line. 


Jobbers’ quotations, f.o.b. New York: 

Cotton sash cord, 39%c. to 43c. 
base per Ib. 

Prices vary according to grade and 





The demand 
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differ also in different sections of the 
city. 


Sash Weights.—An advance of 30c. 
per cwt. was made by local jobbers dur- 
ing the past week. Stocks are said to 
be fair, and the demand is strong. 

Jobbers’ quotations, f.o.b. New York: 

Sash weights, out of New York 
stock, $3.45 per cwt. Factory, $3.25 
per cwt. 

Stove Pipe.—Rural dealers are re- 
ported to be showing more interest. 
Prices are stiff and stocks good. 


Jobbers’ quotations, f.o.b. New York: 
Black iron stove pipe, No. 28 gage, 

12 lengths in a bundle, 4-in., $1.40 to 
$1.60 per doz. lengths net; 4%-in., 
$1.55 to $1.75 per doz. lengths net; 
5-in., $1.75 to $1.95 per doz. lengths 
net; 5%-in., $2 to $2.25 per doz. 
lengths net; 6-in., $2.25 to $2.50 per 
doz. lengths net. 

Snow Shovels.—Strong buying is re- 
ported by local jobbers. Stocks are 
adequate and prices firm. 

Jobbers’ quotations, f.o.b. New York: 
Galvanized steel snow _ shovels, 
ribbed steel blade, 7% x 10-in., ash 

D-handle, $2.40 per doz. Same, ribbed 

steel blade, 21 x 16-in., reinforced 

back, D-handle, $11.50 per doz. Same, 
spring steel blade, 16 x 18-in. 
japanned D-handle, $9.85 per doz. 

Sleds.—Pre-holiday buying is re- 
ported to be fairly active. Stocks are 
good and prices stiff. 


Jobbers’ quotations, f.o.b. New York: 

Sleds.—List Prices Flexible Flyer, 
No. 1, $3.75 each; Ne. 2, $4. 50 each; 
No. 3, $5.75 each; No. 4, $6.25 each; 
. & $8.50 each; Junior Racer, $6 
each; Racer, $6.75 each; No. 4, with 
foot rest, $7.75 each; No. 5, with foot 
rest, $11 each. 

Discounts.—From New York stock, 
3314 per cent; f.o.b. factory, 35 per 
cent. 

List Price.—Fire Fly, No. 9, $2.30 
each: No. 10, $2.75 each; No. 11. $3.40 
each; No. 12, $3.75 each; Racer $4 
each. 

Discounts.—From New York stock. 
40 and 5 per cent; f.o.b. factory, 40 
and 10 per cent. 


Vacuum Cleaners.—Interest is re- 
ported to be increasing for these ar- 
ticles as holiday items. Stocks are 
ample and prices firm. 


Jobbers’ quotations, f.o.b. New York: 
New improved type of vacuum 
cleaner, polished aluminum, standard 
motor, self-locking handle, adjust- 
ment, all attachments, $41.50 each 
net. ‘ 


Weather Strips.—Cold weather has 
increased interest. Prices are steady 
and stocks adequate. 


Jobbers’ quotations, f.0.b. New York: 

Rubber Weather Strip. — Walnut, 
hazel, cherry, stained,-50-10 per cent; 
ash, oiled, 3314-5 per cent; any of the 
above polished, 25-5 per cent; white 
enameled, 20 per cent; packed cush- 
ion, 12% per cent; Nos. 0-7 double 
rubber, 70 per cent; Nos. 60-65 felt 
weather strip, 60 per cent; Nos. 70-75 
clincher felt, 50-10 per cent; Nos. 22- 
29 single edge, 25 per cent; Nos. 18-20 
cushion, all felt, 25 per cent; Nos. 
8-11 flexible, all rubber, 60 per cent; 
Nos. 00-07 single edge rubber, 70 per 
cent; metallic flexible weatherstrip, 
60-5 per cent; metallic (in 7 ft. 
lengths), 60-5 per cent. 


Window Glass.—Mild interest, firmer 
prices and light stocks are said to 
eature this line. 


Jobbers’ quotations, f.0.b. New York: 

A single, 84 per cent; B single, 86 
per cent: A double, 85 per cent; 
double, 88 per cent. List of March 1, 
1913. 


P. S.—Some manufacturers have an- 
nounced new prices on window screens 
and screen doors. Window screens, it is 
said, have not been advanced, but screen 
doors have advanced about 2'2 per cent. 






























































































ER IP WET ET 


EAR EE SEAT GS eT WE 


Office of HARDWARE AGE, 
1505 Otis Building, 
Chicago, Ill., Oct. 24. 


‘HE market appears stabilized at 
present levels. In a check-up of 
prices for the week the only im- 

portant changes are an advance of 10 
per cent on glass and $2.50 a ton on sash 
weights. Manila rope declined 1 cent 
per pound and sisal rope 2 cents per 
pound. 

Inquiries and orders for all staple 
lines of hardware show that the de- 
mand continues active, and with a con- 
tinuation of favorable weather condi- 
tions, sales this fall will reach the peak 
not only in tonnage, but in dollars and 
cents. 

A demand for cars exceeding any nor- 
mal precedent outside of the war years 
was reported last week by officials of 
the railroads operating east from Chi- 
cago. All of the leading industries in 
the country are demanding more cars, 
and grain shippers in the West are for- 
warding as much grain by rail as pos- 
sible with the present short supply of 
cars. The production of coal is being 
limited through the lack of shipping 
facilities, but in the face of this there 
is a tremendous volume moving, and 
reserves are being gradually built up. 
Steel tonnage is increasing rapidly. 
Operations of the leading steel mills in 
this district continue in about the same 
basis, and with building operations at a 
record level, the urgent demand for all 
kinds of material is a big factor in the 
rail situation. 

Several of the manufacturers of 
builders’ hardware have made read- 
justments in prices, and most of them 
have their output sold for the balance 
of the year. The demand at present 
exceeds the capacity of the factories. 
Local stocks carried by the manufac- 
turers are badly broken, and goods in 
transit from the East, which, under or- 
dinary conditions, take from four to six 
days, now take from two to three weeks 
to reach their destination. 

The demand for holiday goods is be- 
ginning to appear in such volume as to 
indicate a good trade as the season ad- 
vances. 

Collections show an improvement, as 
the dealer has been able to turn his 
stock over more rapidly, and the farmer 
has started in paying his bills, as he has 
just begun to realize the benefit of the 
advance in farm products. This is espe- 
cially true in the South, where the price 
of cotton has taken a decided advance. 


Alarm Clocks. — Manufacturers are 
working to capacity. Sales continue to 
be very heavy and jobbers report their 
stocks are running low. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: America, $11.40 in doz. 
lots, $11.04 in case lots; Blue Bird, 
$13.20 in doz. lots, $12.84 in case lots; 
Black Bird, $18.96 in doz. lots, $18.36 
in case lots; Bunkie, $20.88 in doz. 
lots, $20.16 in case lots; Lookout, 
$13.20 in doz. lots, $12.84 in case lots; 
Sleepmeter, $15.12 in doz. lots, $14.64 
in case lots. 


HARDWARE AGE 


CHICAGO 


Automobile Accessories.—Buying in 
the general line of accessories is very 
good. Sales on skid chains have im- 
proved. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 46 Réliable jacks, 
$2.65 each; lots of 10, $2.25 each; twin- 
cylinder foot pumps, $1.35 each; doz 
lots, $15; Simplex jacks, No. 36, $1.75 
each, doz. lots each, $1.60; Weed 
chains, single lots 25 per cent dis- 
count, doz. lots, 33% per cent dis- 
count; gray inner tubes, 30 x 3%, 
$1.25 each; red inner tubes, 30 x 3% 
$1.65 each; Bethlehem spark plugs, 
36c. each; Bethlehem spark plugs, 
mica type, 60c. each; Bethlehem 
spark plugs, standard porcelain type, 
58c.; Splitdorf plugs, 58c. each; lots 
of 100, 56c. each; Splitdorf plugs, 
Special for Fords, 50c. each; lots of 
100, 48c. each; Champion X_ plugs, 
5c. each; lots of 100, 41c. each; 
Champion O plugs, 53c. each; lots of 
100, 50c. each; Hercules Giant, 60c. 
each; Hercules Junior, 35c. each. 
Axes.—Prices on axes are the same 

as last reported. There has been a 
slight improvement in sales. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality single 
bitted unhandled axes, 3 to 4 Ib., 
$13.50 doz. base; double bitted, $18.50 
doz. base; good quality black un- 
handled axes, same weight, single 
bitted, $12.50 doz. base; single bitted 
handled axes, $14.50 to $21.50 per 
doz., according to quality and to grade 
of handle. 

Bolts and Nuts.—Sales are reported 
as being well ahead of last year. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Large carriage bolts, 
40-5 per cent off list; small carriage 
bolts, 50 per cent off list; large sized 
machine bolts, 50-5 per cent off list; 
small sized machine bolts, 50-10 per 
cent off list; all stove bolts, 75 per 
cent off list: all lag screws, 50-10 
per cent off list. 

Builders’ Hardware.—Several of the 
manufacturers of builders’ hardware 
have their output sold up to Jan. 1. 
The demand is the heaviest that it has 
been in years. There continues to be a 
shortage of butts, glass knob sets and 
store door handles. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel, butts, 
old copper and dull brass finish, in 
case lots; $2.52 doz. pr.; 4 x 4 steel 
butts, old copper and dull brass finish, 
in case lots, $3.80 doz. pr.; heavy 
bevel steel inside sets, case lots, $6.00 
doz.; steel bit-keyed front door sets, 
$1.40 per set: wron¢ht brass bit-keyed 
front door sets, $2.50 per set; cylin- 
der front door sets, $6.50 per set. 
Baseball Goods.—Remembering the 

shortage in baseball. goods in the 
spring of 1922, dealers are speci- 
fying quite liberally for their re- 
quirements in this line now. Several 
manufacturers have announced they 
will be obliged to advance prices on ac- 
count of advance in raw material. 
Dealers, realizing this, are getting un- 
der cover. 

Chain.—Sales are reported excep- 
tionally good. Jobbers’ stocks are fair 
and deliveries from the manufacturers 
are all that could be expected. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: %-in. proof coil 
chains, $8.50 per 100 1lb.; weldless coil 
chain, 50-5 per cent off list: No. 00 
S% electric welded cow ties, $2.85 per ‘ 

OZ. 


Coaster Wagons. — Manufacturers 
continue to accept orders for delivery 
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after Jan. 1. Very satisfactory sales 
are reported. 

Copper Rivets and Burrs.—Present 
prices on copper rivets and burrs are 
considered low. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 


Field Fence.—Jobbers are booking or- 
ders for shipment after Jan. 1, with 
March 1 dating. Very satisfactory sales 
are reported. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Field fencing, 634% per 
cent discount from lists, 

Files—An improvement in the sale 
of files is noted. There has been no 
change in price. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 65-5 
per cent off list; Nicholson files, 50-10 
per cent off list; Disston files, 50-10- 
10 per cent off list; Black Diamond 
files, 50-5 per cent off list. 

Firearms and Ammunition.—Sales 
continue brisk without any signs of a 
tapering off in demand that might be 
looked for at this season of the year. 

Food Choppers.—Sales are running 
into a large volume. Present prices 
are firm. 


quote from jobbers’ stocks, 
. Chicago: Universal, No. 0, 
5: No. 1, $15; No. 2, $18.20; No. 


Galvanized Ware.—Sales continue in 
large volume and prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galvan- 
ized water pails, 8-qt., $2.00 doz.; 10- 
qt., $2.15 doz.; 12-qt., $2.40 doz.; 14- 
qt., $2.65 doz. Galvanized wash tubs, 
No. 1, $6.25; No. 2, $7.25; No. 3, $8.25. 
Garden Hose.—Rubber has advanced 
about 5 cents per pound during the past 
week and cotton is still climbing. This 
combination is almost sure to cause an 
advance in the price of hose. 


We quote from jobbers’ stocks 
f.o.b. Chicago: %-in. two-ply molded 
hose, 9% to 12%c. per ft.; 5¢-in. cord 
hose, 8% to 10c. per ft.; %-in. 
wrapped hose, 9% to 13%c. per ft. 


Glass and Putty.—An advance in the 
price of glass of 10 per cent was put 
into effect this last week, and even at 
the advanced prices sales are just as 
heavy as ever. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A and 
single strength B, up to 25-in. bracket, 

84 per cent off. Single strength A 

and single strength B, over 25-in. 

bracket, 83 per cent off. Double 
strength A, all brackets, 79 per cent 
off. Double strength B, all brackets, 

85 per cent off. Putty in 100-lb. kits, 

$3.65; commercial putty, $3.60; glaz- 

iers’ points, Nos. 1, 2 and 3, one-doz. 
packages, 65c. 

Hammers.—Deliveries from the man- 
ufactuyrers continue slow. The market 
is strong at present prices, and sales are 
all that could be expected. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 11% first quality 
nail hammers, $12 per doz.; 12-02. 
Ball Pein, $9 per doz.; Competitive 
forged nail hammers, $8 per doz.; cast 
steel hammers, $5 per doz. 


Hatchets.— Sales continue to be 
heavy and deliveries from the manufac- 
turers are slow. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Size 2, extra quality, 
broad hatchets, $17.15 per doz.; Com- 
petitive grade, $13.75 doz.; warranted 
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shingling hatchets, No. 2, $13.15 doz.; 

Competitive forged shingling hatchets, 

No. 2, $9.90 doz. 

Hickory Handles—The market is 
very firm and the demand continues 
exceptionally good. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Hickory Handles— 
No. 1 hickory axe handles, $3 doz.; 
No. 2, $2 per doz.; finest selection sec- 
ond growth white hickory handles, 
$6 doz.; special white second growth 
hickory, $4.50 doz.; No. 1 hatchet and 
hammer handles, 90c. doz.; second 
growth hickory hatchet and hammer 
handles, $1.40 doz. 


Hinges.—There is a shortage of all 
kinds of hinges and manufacturers are 
unable to produce enough hinges to 
keep up with the demand. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Heavy strap hinges in bun- 
dies, 4-in., 85c.; 5-in., $1.12; 6-in., 
$1.39; S8-in., $2.22; 10-in., $3.60 per 
dozen pairs. Extra heavy T hinges 
in bundles, 4-in., $1.28; 5-in., $1.35; 
6-in., $1.70; 8-in., $2.90; 10-in., $4.20 
per dozen pairs. 

Ice Cream Freezers.—Orders on ice 
cream freezers for future deliveries 
are being ‘booked in fair volume. 

We quote from jobbers’ stocks, f.o.b. 





Chi Peerless and Alaska, 1-qt., 
$2.§ -qt. 3-qt., $4.10; 4-qt., 
less per cent. White 


Mountain, 3.50; 1-qt., $4.90; 

2-qt., $5.70; & -, $6.90; 4-qt., $8.30; 

6-qt., $10.50; S8-qt., $13.50; 10-qt., 
$18.00; 12-qt., $21.60, less 50 per cent. 

Arctic, 1-qt., $3.80; 2-qt., $4.60; 3-qt., 

$5.45; 4-qt., $6.80; 6-qt., $8.60; 8-qt., 

$11.10, less 50 per cent. 

Ice Skates.—Jobbers report that they 
continue to receive orders from retail- 
ers. Manufacturers are working to ca- 
pacity to fill orders taken earlier in the 
season. This is expected to be an ex- 
ceptionally good year for ice skates. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Key clamp rocker, men’s and 
boys’, bright finish, 70c. per pair; key 
clamp hockey, $1.03 per pair; half key 
clamp hockey, women’s and girls’, 
96c. per pair; half key clamp hockey, 
women’s and girls’, $1.26 per pair. 
Lanterns.—With the approach of the 

dark months, naturally the sale of lan- 
terns increases. Jobbers’ stocks are 
fair. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 0 tubular, $6.90 per doz.; 
Monarch tin lanterns hot blast, $8.25 
per doz.; No. 2 Dietz cold blast lan- 
ierns, $13 per doz.; with large founts, 
$14.25 per doz. 


Lawn Fence and Gates.—Orders for 
shipment Jan. 1, with March 1 dating, 
are being booked in fair volume. Cur- 
rent business is also good for this sea- 
son of the year. 


We quote from jobbers’ stocks, 
Chicago: Lawn fence, 58 per cent 
discount; galvanized gates, 45 per 
cent discount; painted gates, 55 per 
cent discount. 


Lawn Mowers and Grass Catchers.— 
Dealers, remembering the shortage of 
lawn mowers during the past season, 
have anticipated their wants this year 
more freely than ever. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: 12-in., $5.20 each net; 14- 
in., $5.50 each net; 16-in., $5.85 each 
net; 18-in., $6.20 each net; Ball bear- 
ing lawn mowers, 4 blades, adjust- 
able bearings, 8-in. drive wheels, fin- 
ished in gold, aluminum and blue, 
l4-in., $7.50 each net; 16-in., $7.80 
each net; 10%-in. raised open drive 
wheel, 4 tempered steel blades; reel 
6-in. diameter, finished in aluminum, 
gold and green, red and gold striped, 
$9.50 each net. Same, 16-in., $9.95 
each net; same, 18-in., $10.45 each 
net; 20-in., $11.15 each net. 

Grass catchers, wire frame, adjust- 
able heavy iron bottom, white duck, 
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for mowers 12 to 16-in., $9 per doz. 

net. Same for mowers 16 to 20-in., 

$10.50 per doz. net. 

Nails.—The volume of business is ex- 
ceptionally good. Stocks are broken 
and some sizes of nails are very scarce. 

We quote from jobbers’ stocks, f.o.b. 

Chicago: Common wire nails, $3.45 per 

keg base. The extra for galvanized 

nails is now $1.50 for 1-in. and longer; 
$2.00 for shorter than 1 in. 


Oil Heaters.—Very satisfactory sales 
on oil heaters are reported. The cool 
weather during the past week has stim- 
ulated the demand. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Florence black oil heaters, 
$7.00 each list; nickel trimmed, $8.50 
each list; blue enamel, $10.50 each 
list, all subject to 30-5 per cent dis- 
count. Perfection Oil Heaters, black, 
$6.75 each list; nickel trimmed, $8.25 
each list; blue enamel, $10.50 each 
list, all subject to 30 per cent dis- 
count, 

Paints and Oils.—The price on tur- 
pentine has advanced 15 cents per gal. 
Prices on raw and boiled linseed oil ad- 
vanced 2 cents per gal. The balance of 
the staples remains the same as last re- 
ported. There is an exceptional de- 
mand for denatured alcohol, as automo- 
bile owners use this in large quantities 
in their radiators during the winter 
months. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Raw linseed oil, 1 to 4 
barrels, $1.02 per gal.; boiled linseed 
oil, 1 to 4 barrels, $1.04 per gal.; raw 
linseed oil, 5 barrels or more, 9$7e. 
per gal.; boiled linseed oil, 5 barrels 
or more, 99c. per gal., less 1 per cent, 
ten days. Turpentine, $1.83 per gal. 
(in barrels); denatured alcohol, in 
barrels, 42c. per gal.; strictly pure 
white lead, 100-lb. kegs, 12%c. per 
Ib.; 50-Ib. kegs, 3c. per Ib.; dry 
paste, in barrels, 6%c. per Ilb.; pure 
white shellac, 4-Ib. goods, in gal. 
cans, $3.80 per gal.; pure orange shel- 
lac, 4-Ilb. goods, in gal. cans, $3.55 
per gal.: English venetian red, in 
barrels, $3.50 and $6.75 per ewt. 
Radio.—There continues to be a very 

heavy demand for radio outfits, as they 
are expected to be among the best sell- 
ing Christmas articles in the hardware 
trade. 

Refrigerators.—Present prices are 
low and a fair volume of future business 
is being booked, as during the past sea- 
son a great many dealers suffered on 
account of not being able to obtain re- 
frigerators when they were needed. 

Roofing and Building Paper.—Sales 
continue to be very heavy. Jobbers 
have fair stocks on hand. Manufactur- 
ers report that they are working to ca- 
pacity to fill current orders. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Best grade slate surfaced 
prepared roofing, $185 per square; 
best tale surfaced, $2.25 per square; 
medium tale surfaced, $1.60 per 
square; light tale surfaced, 90c. per 
square; red rosin sheathing, $65 per 
ton, 


Rope.—Manila rope declined 1 cent 
per lb. and sisal rope 2 cents per Ib. 
Sales are reported good. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: First quality manila rope, 
standard brands, 16%c. to 18%c. per 
lb.; No. 2 manila rope, 1l5c. to 16%c. 
per lb. base; so-called hardware grade 
manila rope, 15%«c. per Ib.; No. 1 sisal 
rope, highest quality, standard brands, 
12%c. to 15%e. per Ib. base; No. 2 sisal 
rope, standard brands, lic. to l4e. 
per lb. base. 


Sash Cord.—Owing to the heavy de- 
mand for sash cord several of the man- 
ufacturers have all the orders on hand 
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that they can possibly fill for the next 
two or three months. The market is 
very firm. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 7 sash cord, standard 
brands, $8.90 per doz. hanks; No. §8, 
$10.30 per doz. hanks. 

Sash Weights.—The price on sash 
weights advanced $2.50 per ton. These 
are very scarce. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Sash weights, $50.00 per ton. 
Screws.—Sales are considered good 

and the market firm. 

We quote from jobbers’ stocks, f.0.b 
Chicago: Flat head bright screws, 82-5 
per cent new list; round head blued, 
75-20-5 per cent new list; flat head 
brass, 78-5 per cent new list; round 
head brass, 70-20-5 per cent new list; 
japanned, 70-20-5 per cent new list. 
Sleds.—Good holiday business is ex- 

pected and very satisfactory orders for 
sleds have been received by local job- 
bers during the past week. 

We quote from jobbers’ stocks, f.0.b 
Chicago: 33-in., $10.00 doz.; 36-in., 
$13.25 doz., 40-in., $15.00 doz.; 45-in., 
$19.00 doz., 56-in., $25.00 doz 
Snow Shovels.—Sales have improved 

during the past week. 

We quote from jobbers’ stocks, f.o.b 
Chicago: Galvanized steel snow shovy 
els, ribbed steel blade, 7% x 10-in., 
ash D handle, $2.50 per doz. Same 
ribbed steel blade, 21 x 16-in., rein- 
forced back, D handle, $10.90 per doz. 
Same spring steel blade, 16 x 18-in., 
japanned D handle, $10.30 per doz 
Solder and Babbitt Metal.—Prices are 

reported strong, as tin and lead show 
decided advances. Sales. are excellent. 

We quote from jobbers’ stocks, f.o0.b 
Chicago: Warranted 50-50 solder, $24 
per 100 Ib.; medium 45-55 solder, $21 
per 100 Ib.; tinners’ 40-60 solder, $22 
per 100 Ib.; high-speed babbitt metal, 
$18 per 100 Ib.; standard No. 4 bab- 
bitt metal, $9 per 100 Ib. 

Sporting Goods.—There is still an 
unusually heavy demand for fall sport- 
ing goods — footballs, boxing gloves, 
etc. These goods sell not only during 
the season, but are big Christmas items 
also. 

Steel Goods.—Because of the in- 
creased cost of fuel, steel, labor and 
ash manufacturers state that they do 
not think they will be able to maintain 
present prices. Therefore an advance is 
not improbable. 

Steel Sheets.—Prices are the same as 
last reported and the’ market is very 
firm. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: 28-gage galvanized sheets, 
$5.85 per 100 Ib.; 28-gage black sheets, 
$4.85 per 100 Ib. 

Stove Pipe, Elbows, Etc.—Factories 
are badly behind on orders and no im- 
provement in deliveries is noted. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Stove Pipe, 6-in. 31-gage, 
$11; 30-gage, $12; 28-gage, $14: 26- 
gage, $16; 6-in. elbows 30-gage, $1 25: 
28-gage, $1.50: 26-gage, $1.75 per doz. 
Coal Hods, Galvanized, 17-in., $5.00 
per doz.: Crystal Stove Boards, 33-in., 
$20.85 doz. 

Toys.—Local distributors have a com- 
plete line of toys on display and state 
that mechanical and educational toys 
are in large demand. As the holiday 
season approaches it is advisable that 
all dealers check up their stocks very 
carefully on this line, as very profitable 
sales from toys can be obtained. 









































































Fad 






















66 


Wire Goods.—Present prices are for 
current demands. New prices have not 
as yet been announced. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 8 black annealed wire, 
$3.20 per 100 lb.; catch weight spool 
galvanized cattle or hog wire, $4.10 
per 100 lb.; 80-rod spool galvanized 
hog wire, $3.58 per spool; No. 8 gal- 


Office of HARDWARE AGB, 
410 Unity Building, 
Boston, Oct. 28. 


O CTOBER is drawing to a close with 
the New England hardware trade 
in a comfortable frame of mind. Busi- 
ness with the average retail firm has 
been gradually gathering momentum 
for more than a month now. With this 
improvement has come better collec- 
tions and a better standing of the re- 
tail with the wholesale trade. In con- 
nection with the retail trade it is in- 
teresting to note that in one section 
of Maine there is a tendency to change 
from a credit to a cash basis. A week 
ago to-day the Graves Hardware Co., 
Presque Isle, Me., announced a grand 
cash basis opening, The firm openly 
stated that financial and general busi- 
ness conditions made such a move nec- 
essary. Other hardware stores in the 
so-called potato district of that State 
are understood to have taken similar ac- 
tion, and others will do so, it is said. 
The hadware companies, by doing busi- 
ness on a cash basis, can sell cheaper, 
and and it is believed that in the long 
run customers will be better served and 
satisfied. A cash basis retail hardware 
store in New England is the exception, 
and the outcome of the change will be 
watched with a great deal of interest 
by the trade as a whole. 

Boston’s wholesale hardware market 
has appeared exceptionally busy during 
the past week. Lists of general hard- 
ware wanted by Boston, Somerville, 
Everett and other greater Boston cities, 
and general machinists’ supplies wanted 
by boat lines, school ships and large 
manufacturing houses, have put added 
pep into the market. There is no wild 
scramble to buy, however. Demand is 
steady, individual orders from retail 
hardware dealers usually being con- 
servative. Jobbers are having all the 
business they can comfortably handle, 
which means a carry-over each week- 
end is inevitable. As for holiday goods, 
the accumulation of orders in jobbing 
hands is steadily growing, although the 
trade feels buying really has not 
started. 

Confidence is expressed in all 
branches of the business. No change 
in the general price situation is evi- 
dent, Now that values have made a 
good recovery from the bottom on the 
depression period, most everybody talks 
and acts firm prices for some months, 
the probable period of doubt being suffi- 
ciently distant, in the mind of the aver- 
age merchant, to cause no disturbance 
at the moment. Industrial New Eng- 
land is fairly well occupied, although 
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vanized plain wire, $3.70 per 100 Ib.; 

Polished fence staples, $3.75 per 100 

lb.; catch weight spools painted barp 

wire, $3.75 per 100 lb. 

Wrenches.—Very satisfactory sales 
are reported. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Agricultural wrenches, 60 
per cent; engineers’ wrenches, 40 per 
cent; knife handles, 50 per cent. 


BOSTON 


in certain instances plants are not run- 
ning much more than 50 per cent of 
capacity. Our cotton industry, which 
is one of the most important, is more 
active than it has been in months. 


Automobile Accessories.—The recent 
strength in the raw cotton and crude 
rubber markets is the basis for the 
many rumors going the rounds of a 
pending advance in automobile tires. 
The average retail dealer realizes that 
large producers for some time have 
been doing business on a thin margin 
of profit and that rumors of an ad- 
vance probably have some founda- 
tion. Automobile accessories, generally 
speaking, are less active than a week 
ago. Not much improvement in busi- 
ness is anticipated until the movement 
of new cars into public ownership im- 
proves. 


Barrels.—Some of the New England 
trade are doing a land-office business 
in cider barrels. Jobbers inform us it 
is impossible for them to get a sur- 
plus of such merchandise, there always 
being a sufficient accumulation of or- 
ders to more than absorb fresh arrivals 
from manufacturers. This business has 
developed since prohibition became op- 
erative. In former years mighty few 
such barrels were sold through the 
hardware trade. 


We quote 
stocks: 

Oak cider kegs, 5-gal., $1.65 each; 
10-gal., $2.35; 15-gal., $2.70; 20-gal., 
$3.25; 25-gal., $3.85; 30-gal., $4; 50- 
gal., $4.90. 


‘ 

Blankets.—Most of the retail trade 
covered light horse blanket require- 
ments some time ago. Going business 
in blankets, therefore, is confined large- 
ly to heavier kinds and to robes, of 
which there: seems to be ‘a good supply 
in jobbing hands. The market for 
everything in this line is firm with the 
chances of lower prices the balance of 
1922 very slim, due to the increase in 
replacement values. 

We quote from Boston jobbers’ 
stocks: Blankets, horse, kersey 
stable, $1.45 to $1.75 each; lined bur- 
lap, 76-in., $1.80 to $2.20 each; 80-in., 
$1.85 to $2.30 each; 84-in., $2.40 each; 
street blankets, 76 x 80 in., $1.75 
each; 80 x 84 in., $2 each; 84 x 90 in., 
$2.40 to $5 each. 

Bolts and Nuts.—Sentiment in job- 
bing circles regarding prices is strong. 
The demand for bolts and nuts is sat- 
isfactory and embraces large as well 
as small individual orders. Three lo- 
cal wholesale firms apparently have 
plenty of stock on hand and are filling 
orders promptly. Others in the trade 
are not as well off, and they, being the 
majority, account in a large measure 
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P. S. — Clipping Machines.—Orders. 
are being booked in excellent volume. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Stewart No. 1 ball-bearing 
clipping machine, $10.75; No. 360 top 
plate, $1.60; No. 361 bottom plate, 
$1.50; dealer’s discount 25 per cent. 
Stewart electric clipping machine, all 
standard voltages; hanging’ type, 
$80.00; pedestal type, $85.00; dealer’s 
discount 25 per cent. 


for ruling sentiment regarding prices. 
Recent buying from the mills was suf- 
ficiently large to practically assure a 
comfortable Boston stock the balance 
of 1922, at least. 


We quote from 
stocks: 

Boits.—Machine bolts with H. P. 
nuts, % x 4-in., smaller and shorter 
cut threads, 45 per cent discount; 
larger and longer, 40 per cent dis- 
count; with C. T. & D. nuts, 40 per 
cent discount; tap bolts, list; com- 
mon carriage bolts, 30 and 10 per cent 
discount; Eagle carriage bolts, 50 and 
10 per cent discount; stove bolts, 70 
and 5 per cent discount; bolt ends, 
40 per cent discount; stud bolts, 40 
per cent discount; step bolts, 40 per 
cent discount 

Nuts.—H. P., all kinds, 1%c. off 
list; C. P. C. and T., all kinds, 1%4%c. 
off list; semi-finished hexagon nuts, 
ys-in. and smaller, 70 per cent dis- 
count; 5%-in. and larger, 65 per cent 
discount; finished case hardened nuts, 
50 and 10 per cent discount; check 
nuts, list. 


Bottles.—The recent advance in vac- 
uum bottles has bolstered up the mar- 
ket. Retail dealers are showing more 
confidence in placing orders, especially 
for the holiday trade, and while busi- 
ness could be a whole lot better, there 
is enough to lend considerable encour- 
agement. Demand is surely turning 
strongly to the American product. The 
fact that more people than ever be- 
fore own automobiles ought to create 
a big holiday market for bottles, they 
always being an acceptable gift. 


We quote from Boston jobbers’ 
stocks: 

Bottles.—Thermos and Universal, 
brown, pints, $1.75 each, quarts, $3; 
green, pints, $2, quarts, $3.25; plain 
nickel, pints, $3, quarts, $4.50, cor- 
rugated nickel, pints, $2.75, quarts, 
4.25 
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Fillers.—Pint 
sizes, $1.75. 
Discount.—25 and 10 per cent. 
Brads.—Not to be outdone by their 
big brothers, brads are growing scarce, 
according to some of the jobbers. 
Going demands would seem to indicate 
that many retail hardware dealers all 
at once decided it would be a good 
plan to stock up on brads, The recent 
advance of approximately 20 per cent 
in prices probably had much to do with 
molding opinion in the retail trade. 
Some of the jobbers were caught un- 
prepared to handle efficiently all in- 
coming business. Brads are generally 
quoted at 75 per cent discount. 


Cooking Ware (Glass).—Further im- 


sizes, $1.10; quart 


provement in tthe sale of glass cooking 


ware is reported by Boston jobbers. 
Some of the wholesale houses, earlier 
in the year, planned to cut down the 
number of different styles of this ware. 
To-day they are handling more num- 
bers than ever, and the same holds true 
with the rank and file of the retail trade. 
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Certain retail dealers, now that the 
whist club season has opened, are push- 
ing this class of merchandise as prizes 
and having success. Others are getting 
ready to make a big showing for the 
Christmas trade, realizing, as they do, 
that more and more people make glass 
cooking ware gifts every year. 

We quote from Boston jobbers’ 
stocks: 

Casseroles.—Round, deep 1-qt., $1.50 
each, 1%-qt., $1.75; round, shallow, 
1-qt., $1.50, 1%-qt., $1.75; round, in- 
dividual, 8-oz., 70c.; round, standard, 
1-qt., $1.50; 1%4-qt., $1.75; oval, shal- 
low, beefsteak, 1-qt., $1.50, 12-at., 
$1.75; oval, standard, 1-qt., $1.50, 14- 
qt., $1.75. 

Pudding Dishes.—Round, deep and 
round, standard, 1-qt., 85c. each, 1%4- 
qt., $1, 2-qt., $1.20; oval, shallow and 
oval, standard, 1-qt., 85c. each, 14%4-qt. 
$1, 2-qt., $1.20. 

Baking Dishes.— Oval, shallow, 
9-oz., 40c. each; 121-oz., 55c.; 18%- 
oz., 60c. Individual pie dish, round, 

) 25c. each; 8-o0z., 30c.; 12-oz., 

ic. 

Pans.—Bread, 90c. and $1.50 each; 
biscuit, 85c. and $1.25; cake, round, 
75c.; square, $1 and $1.50. 

Pie Plates.—Narrow rim, 75c. and 
90c. each; wide flange, 50c. to $1.10. 

Custard Cups. — Round, 4-oz., 20c. 
each; 6-0z., 25c.; oval, 5-o0z., 30c.; 
French pattern, 4-0z., 20c.; 6-0z., 25c. 

Bean Pots.—Round, $1, $1.75 and 
$2.50 each. 

Terms.—Jobbers’ terms are 3314 per 
cent off list. 


Cutlery.—Going business in cutlery 
is largely for daily requirements, To 
be sure, there is and has been retail 
buying for the holiday trade, but it is 
a little premature for general placing 
of such orders. Pocket knives are amonz 
the best sellers at the moment, with 
kitchen knives, etc., and scissors and 
shears running for second place. Prices 
are firm all through the list, with every 


prospect of remaining so for many 
months. . 
Files.—An expansion in sales of files 
is noticed, with the demand running 
from the smallest up to the largest 


sizes. Jobbers’ stocks are ample for 
present requirements, but are decidedly 
small when contrast is made with those 
of a year ago. Since then the market 
has worked itself into a strong posi- 
tion. With manufacturing costs prac- 
tically unchanged and raw materials 
quite a bit higher than they were six 
or seven months back, jobbers cannot 
figure where files are going to be 
cheaper for some time. Rasps, as might 
be expected, are selling better to the 
blacksmith trade and to so-called coun- 
try retail hardware dealers. 


We quote from Boston jobbers’ 
stocks: 

Files — Nicholson and Black Dia- 
mond, 50 and 10 per cent discount; 
Great Western Arcade, Kearney & 
Foote and American, 65 and 5 per 
cent discount; X. F., 12% per cent 
discount. 

Rasps.—Heller, 75 and 10 per 
discount; Superior, etc., 80 per 
discount; Stokes, 75 and 10 per 
discount, 


Galvanized Ware.—There has been a 
still further upward readjustment in 
prices quoted by jobbing houses on gal- 
vanized pails weighing 40 lb. to the 
dozen and on those weighing 50 Ib. to 
the dozen, the advance in the former 
case amounting to 25 cents a dozen and 
in the latter, 26 cents. The movement 
of pails, coal hods, ash cans and sift- 
ers, etc., etc. is steadily expanding, al- 
though slowly. 


cent 
cent 
cent 
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We quote from Boston jobbers’ 
stocks: 

Ash Cans. — Galvanized, No. 04118, 
$2.75 each; No. 109, $4.25 each. " 
Coal Hods. — Japanned, with wood 
handles, 15-in., $3.16 per doz.; 16-in., 
$3.40; 17-in., $3.75; galvanized, with 
wood handles, 15-in., $4.34; 16-in., 

$4.80; 17-in., $5.16; 18-in., $5.60. 

Pails.—8-qt., $2.25 per doz., 10-qt., 
$2.54 per doz., 12-qt., $2.78 per doz., 
14-qt., $3.12; heavier pails, 40 Ib. to 
the dozen, $4.30 per doz., 50 Ib. to 
the doz., $5.50 per doz. 

Tubs.—No. 200, $11.70 per doz., No. 
300, $13 per doz. 

Garbage Cans.—Galvanized, No. 1, 
3.6 per doz.; No. 2, $1.48; No. 4, 


Refrigerator Pans.— No. 2, $4 per 
doz.; No. 3, $5 per doz. 








One Way of Increasing Sales 


Ne LUBASH recently bought a 
Ford truck which is used for de- 
livering goods purchased by resi- 
dents of Richmond Hill, L.I. On the 
truck is the firm name of A. M. 
‘Lubash & Sons, reference also be- 
ing made to the fact that the firm 
sells hardware and paints. The 
chauffeur of the truck is ambitious 
and visits many homes. He is ob- 
serving and notes the things people 
have and have not. He sells them 
articles they need. Mr. Lubash 
gives him a commission on such 
sales. He makes $5 or $10 extra 
each week for himself. Lubash 
makes even more each week on these 
sales. This extra business has al- 
ready offset the maintenance of this 
truck. 

Other dealers have bought trucks. 
Chauffeurs drive them. They also 
go to many homes. They should be 
observing, for by being so they could 
make extra sales. They could make 
more money for themselves. The 
boss would make more money. Many 
of them do. Many more of them do 
not. They should. Why not? 








Glass.—Effective Oct. 26 there was 
an upward revision in local quotations 
on window glass, the advance averag- 
ing perhaps 10 per cent. Not all of the 
hardware jobbers have adjusted their 
prices, but signify their intention of 
doing so early next week. The demand 
for glass, according to the makers, is 
running well ahead of expectations, and 
because of the increased cost of labor, 
fuel and raw materials, it was found 
necessary to advance prices, ‘Both re- 
tail and wholesale firms in this terri- 
tory are doing a mighty good business 
in window glass, which would appear 
to bear out statements made by the 
producers. Fresh supplies are coming 
forward slowly, due to the transporta- 
tion situation which appears to be more 
unsatisfactory in New England than in 
some other sections of the country. 
For that reason some of the largest 
glass interests have been shy of ma- 
terial and unable to supply all sizes 
on individual orders. 


We quote from Boston jobbers’ 
stocks: 

Window Glass.—Single A, 82 per 
cent discount; single B, 83 per cent 
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discount; double A, 83 per cent dis- 
count; double B, 84 per cent discount. 
By _ light, 80 and 10 per cent dis- 
count. 


Globes.—Local jobbing prices on lan- 
tern globes have been marked up 10 
per cent to correspond with a recent 
adjustment in manufacturers’ lists. 


Hack Saws.—Hack saws are moving 
out of Boston jobbers’ stocks in better 
volume than noted before in consider- 
ably more than a year. The demand 
embraces all makes and grades, and job- 
bers are sticking pretty closely to es- 
tablished discounts. Consumption of 
hack saws in other sections of the coun- 
try must be as good as it is in New 
England, for all of the manufacturers in 
this neck of the woods are running 
practically full. 


We quote 
stocks: 

Hack Saws.— Standard makes, in 
full packages, 33% to 35 per cent dis- 
count; broken packages, 25 per cent 
discount; stock in gross lots or 
larger, 30 and 10 per cent to 40 per 
cent discount. 


Hockey Sticks.—Little new is found 
in the market for hockey sticks, except, 
perhaps, a slightly better business for 
forward delivery. Some of the retail 
trade are taking in sticks, but the big 
movement out of stock has not started 
as yet. Those jobbers most active in 
this particular market say they have 
enough orders booked to practically 
take care of their present stock. 

We quote from Boston jobbers’ 
stccks: 

Hockey Sticks.— Popular selling 
numbers, boys’, ash, $3.60 per doz.; 


men’s rock elm, $7.75 per doz.; spe- 

cial high-grade, $13.50 per doz. 

Ice Skates. — Newspapers of late 
have been giving considerable space to 
hockey club stories. Leagues in the 
various New England districts are be- 
ing formed, and old and new clubs are 
making dates for the winter season. 
Possibly all this newspaper talk has 
something to do with the increase in 
recent bookings for skates by the job- 
bers within the past fortnight. What- 
ever the cause, the skate business from 
the jobbers’ viewpoint is better. 

We quote from Boston jobbers’ 
stocks: 

Ice Skates.—Boys’ key clamp skates, 
75ce. per pair and upward. Girls’ key 
clamp strap heel skates, $1 per pair 
and upward. 

Outfits. — Welt 


skates, boys’ and 
outfit and upward. 


Iron and Steel.—There has been a 
slight downward revision in jobbing 
prices for soft steel and iron bars, due 
to two reasons. Mill premiums have 
disappeared, and jobbers have sufficient- 
ly protected themselves with stock to 
warrant their giving customers the 
benefit of their improved position in 
this respect. Otherwise, however, iron 
and steel prices remain as heretofore, 
and- warehouse extras are pretty gen- 
erally charged. The demand for every- 
thing in the iron and steel line holds 
remarkably well. 

We quote from Boston jobbers’ 
stocks: 
jron.—Refined, $3.06% per 100-Ib. 


base; best refined iron, $4.50; Wayne 
fron, $5.50; Norway iron, $6.60 to 
$7.10 


Steel.—Soft steel bars, $3.06% per 
100 Ib. base; flats, $3.85; concrete bars, 
plain, stock lengths, $3.25; angles, 


from Boston jobbers’ 


hardened 
$4.35 per 


shoes 
‘girls’, 
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channels and beams, $3.06% to $3.16%4; 

tire steel, $4.50 to $4.85; open-hearth 

spring steel, $5 to $6.50; steel bands, 
$4.25; steel hoops, $4.75; cold-rolled 
steel, $4 to $4.50; toe calk steel, $6. 

Rope.—The market here on Manila 
rope is 1 cent per lb. lower and on 
sisal 2 cents, No change in jobbers’ 
twine quotations is noted. 

We from 
stocks: 

Rope.—Manila, 
rope 15c. per Ib., base. 

Twine.—Wood, 16c. per Ib. in full 
hales; cotton. No. 1, 46c. pe Ib.; 
hemp, No. 18, 36%c.; No. 24, 35%c. 
per Ib. 

Saws.—In common with other manu- 
facturers, the Simonds Mfg. Co., Fitch- 
burg, Mass., has notified the jobbing 
trade of an advance of approximately 
10 per cent in all saws, with the ex- 
ception of hack saws. 

Shovels.—A_ general advance, ap- 
proximating 10 per cent has taken place 
in local jobbing quotations on fire shov- 
els. This advance is in keeping with 
new lists made by manufacturers and 
comes at a time when retail buying is 
fairly brisk. Snow shovels continue to 
move out of stock on orders placed some 
time ago. 

We 
stocks: 

Snow Shovels. 
per doz.; split wooden 
$6.40; steel D-handle, $5.50. 

Fire Shovels.—Japanned, 
72c. per doz.; No, 86, 84c.; 
60c. Galvanized, No. 254, 
doz.; No. 256, 94c. 

Steel Goods.—Boston jobbers are out 
with new season prices on steel goods, 
which average about 10 per cent less 
than those for 1921. This is one of 


quote Boston jobbers’ 


19¢. per Ib. Sisal 


quote from Boston jobbers’ 


handle, $4.50 
D-handles, 


Long 


No, 54, 
No. 8&0, 
78c. per 


Office of HARDWARE AGE, 
1,02 Park Building, 
Pittsburgh, Oct. 30. 

L OW quickly an industry, crippled 

by a hard fought strike, can get 
back in its stride, is shown in some 
official figures recently issued bearing 
on present production and shipments of 
coal. It will be recalled that the soft 
coal miners went out on a general strike 
on April 1 last, which lasted for five 
months. The published figures are for 
the week ending Sept. 30 last, and show 
that the total loadings for that week 
were 809,032 cars; 15,090 cars more 
than for the week previous, 83,550 more 
than for the corresponding week a year 
ago and only 3902 cars short of the 
same week in 1920, when higher coal 
shipments more than balanced the record 
figures for other commodities in the 
last week in September. The total for 
all commodities, except coal, was 39,061 
cars more than the previous peak for 
the same week in 1920. 

Coal loadings for the week ending 
Sept. 30 totaled 189,340 cars, car load- 
ings in this fuel being only 10 per cent 
less than the total for the corresponding 
week in 1920, the peak for all time to 
the present. The total is also the high- 
est since last March, just before the coal 
strike, and exceeded the same week of 
1921 by 9000 cars. 

The above figures are impressive as 
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the few cases, so far, where 1923 prices 
show a decline. Manufacturers of other 
goods as a rule have maintained or 
advanced prices, 

Stoves.—Every day finds new orders 
for airtight stoves in jobbers’ hands, 
and because of the unusual amount of 
such merchandise sold this season, 
stocks are small and more or less 
delay is experienced by the retail 
trade in getting what is wanted. Buy- 
ing is by no means confined to coun- 
try districts. People who recently have 
bought houses in nearby towns are put- 
ting in airtights because they cannot 
get anthracite and can get wood. Oil 
cook stoves are selling in a seasonable 
manner. 

We 
stocks: 
Air Tight Stoves.—Wheeling Carco, 

No.418, $2.80 each, No. 421, $3.05 each, 

No. 424, $3.30 and No. 427, $3.65 each. 

Cook Stoves (oil).—Florence line, 2- 
burner, $11.49 each, net; 3-burner, 
$14.70; 4-burner, $17.75. 

Tacks.—Tacks are a mighty smal! 
item with the average hardware con- 
cern, but it is quite remarkable how 
many are selling and how low jobbing 
and retail stocks shrunk until recently. 
The comeback in the tack business prob- 
ably may be better illustrated by the 
affairs of the Atlas Tack Corp., Fair- 
haven, Mass. In the eight months end- 
ing with August, last, tonnage shipped 
by that manufacturer was 71 per cent 
larger than in the corresponding period 
last year, Measured in dollars and 
cents, shipments during the period just 
ended were but 37% per cent larger 
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quote from Boston jobbers’ 


they show that the railroads, greatly 
crippled from the long strike of the 


shopmen, are quickly getting back 
toward normal and before long will be 
able to serve the public in a satisfac- 
tory way, barring the shortage of cars, 
for which the railroads are only partly 
responsible. There is no doubt but that 
the railroads are quickly building up 
transportation facilities that a short 
time ago would not have been thought 
possible for them to do. 

Already this year the railroads have 
bought over 125,000 freight cars and 
nearly 250 locomotives. At present in- 
quiries are in the market for over 20,- 
000 freight cars, and .for nearly 200 
locomotives. As a result of this heavy 
buying, the car shops are well filled up 
over the next three or four months and 
are steadily booking new business. They 
are using enormous quantities of steel in 
various shapes for the building of these 
cars and locomotives, in fact are taking 
a very large percentage of the output of 
the mills that make the steel that is 
used in the car and locomotive building 
trades. 

New developments and price changes 
in the heavy steel trade in the past 
week were unimportant. Prices on the 
heavier forms of steel, these including 
plates, shapes, steel bars and _ sheets, 
are easier, and the mills are catching 
up on back orders, as without a single 
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than last year’s, due to the disparity 
of prices now and in 1921. 

Taps.—Running true to rumors cir- 
culated within the past fortnight, mak- 
ers of machinists’ hand and machine 
screw taps have advanced prices. The 
advance amounts to 5 points in the base 
discount. 

Weather Strip.—A great many peo- 
ple are making all sorts of plans for 
conserving heat in homes this winter. 
One thing that most everybody is do- 
ing is applying weather strip to doors 
which are not tight and to those win- 
dows not opened in the winter. The 
movement of weather strip out of Bos- 
ton is larger than it has been before in 
several years 

Wire Cloth.—Jobbers are out with 
new season’s prices on wire cloth. 
These show a slight decline in black 
and galvanized kinds, an advance in 
bronze, while pearl remains unchanged. 

We jobbers’ 
lists: 

Wire Cloth.—Black, from stock, $2.15 
per 100 sq. ft.; from factory, $1.90, 
f.o.b. Pittsburgh. Galvanized, from 
stock, $2.70 per 100 sq. ft.; from 
factory, $2.40 f.o.b. Pittsburgh. 
Bronze, from stock, 7%c. per sq ft.; 
from factory 7c. f.o.b. Pittsburgh. 
Pearl, from stock, 4%4c. per. sq. ft.; 
from factory, 3% ec. f.o.b. Pittsburgh. 
Wire Netting.—Jobbers, likewise, are 

out with next season’s prices on hexa- 
gon wire netting. 

We 
stocks: 

Wire netting, hexagon, from store, 
40 and 10 per cent discount; from 
factory, 50 and 5 per cent discount, 
f.o.b. Pittsburgh. 


quote from Boston 


quote from Boston jobbers’ 


exception they are promising earlier 
deliveries than for some months past. 
This is partciularly true of bars and 
sheets, several sheet mills now promis- 
ing shipments on sheets in from three 
to four week from date of order. One 
consumer placed a fairly large order 
the other day for sheets, and the mill 
agreed to make shipment in two weeks. 
Prices on coal and coke continue to de- 
cline, coke now being at least $7 per 
ton lower than when the coal strike 
was settled. Due to this decline in 
coke, prices on pig iron are lower and 
buyers are holding off, expecting that 
prices will go still lower, and they are 
probably right. Considerable foreign 
pig iron, especially iron made in Ger- 
many, is being offered for sale in this 
country and at lower prices than are 
being named on domestic iron. 

The supply of common labor is still 
short around the mills, but it is believed 
will soon be better, as just as soon as 
the real cold weather comes the men 
do common labor will be hunting in- 
side jobs and the mills will get many 
of them. In connection with the labor 
situation, it is of interest to note that 
well founded reports are that the Steel 
Corporation intends to make another 
advance to common labor, and perhaps 
in skilled mill labor, to be effective on 
Nov. 1 next. There is no official con- 
firmation of this report. 
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The large steel mills continue to run 
at about 75 per cent of normal capac- 
ity. 

Reports floating back here from the 
recent conventions at Atlantic City, in- 
dicate that the hardware jobbers are 
not buying heavily for delivery ahead. 
On some lines of heavy hardware the 
jobbers believe that prices are too high 
and will not hold. 

The volume of hardware business in 
October was better than in September, 
and it is believed will be heavier in No- 
vember than in last month. The job- 
bers in the industrial sections of the 
country are doing a very satisfactory 
business, but in the farming districts 
business is below what it should be. It 
is said that 40 per cent of the hardware 
made in this country is used in the farm 
sections, so that when the farmers are 
not doing well their buying of hardware 
and farming implements falls far short 
of being 40 per cent. 

No important changes in hardware 
prices were made in the past week. The 
few changes were advances, but much 
higher prices on hardware, except a 
few items, are not likely. On some 
lines where competition is keen there 
are evidences of some weakness, and on 
desirable orders probably concessions 
would be made. 

Collections, except in the farming 
districts, are reported quite satisfac- 
tory. 

Automobile Accessories.—With ap- 
proach of cold weather there has been 
some falling off in demand for accesso- 
ries. Prices are reported firm but un- 
changed. 

Local jobbers 

f.o.b. Pittsburgh 

Millers Falls, No. 145 jacks, $4.75, 

Reliable jacks, No. 1, $2.33; No. 2, 

$3.33, in lots of 12; Derf spark plugs, 

96c. each for all sizes in lots less than 

50; Champion X spark plugs, 45c. 

each for less than 100 and 438c. each 

for over 100; Champion regular, 53c. 
each for less than 100, all sizes; 50c. 

each for over 100. 


Axes.—There has not been much new 
movement in axes since the recent ad- 
vance of $1.50 per doz. in prices was 
made. Large buyers, and small ones as 
well, covered pretty far ahead prior to 
this last advance. The demand is re- 
ported to be fairly active and should 
steadily improve. The lumber industry 
will soon be more active, as it always 
is in the winter months. Local jobbers 
now quote from stock as follows: 


bitted axes, 
unhandled, 
bitted axes, 


quote from 


stocks 
as follows: " 


single 
per doz.; 
double 


grade, 
handled, $19.00 
$15.00 per doz.; 
handled, $24.00 per doz.; unhandled, 
$20.00 per doz.; second grade axes, 
single bitted, handled, $17.50 per doz.; 
unhandled, $14.50 per doz.; double 
bitted, handled, $21 per doz.; unhan- 
died, $18 per doz. 

Bolts and Nuts.—Not many new or- 
ders have been placed for nuts and bolts 
since the recent advance in prices was 
made, but makers report that the 
higher prices are holding firm. Makers 
of nuts and bolts are getting very slow 
deliveries of steel from the mills, due 
to the car shortage, and in some cases 
have to haul by truck at their own ex- 
pense, thus keeping up their high costs. 
Specifications against contracts placed 
some time ago for last quarter delivery 


First 
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are reported as coming in quite freely, 
but the new demand from the automo- 
bile trade and from the car shops is 
showing some falling off. Discounts 
now being quoted on bolts and nuts, 
also the new prices on rivets to the 
large trade, are as follows: 
Carriage bolts, % x 6-in. 
and smaller, rolled thread, 
per cent; % x 6-in. shorter and 
smaller, cut thread, 50 per cent; 
larger or longer than % x 6-in., 50 
per cent. Machine bolts with H.P. 
nuts; % x 4-in. shorter and smaller, 
rolled thread, 60-5 per cent; % x 4-in. 
shorter and smaller, cut thread, 50-10 
per cent; longer or larger than % 

x 4-in., 50-10 per cent Machine bolts 
with C. P. C. & T. nuts, all sizes, 45 
per cent. Lag screws (cone or gimlet 
point), 50-10 per cent. Rough stud 
bolts with nuts, 45 per cent. Hot 
pressed square and hexagon nuts, 
blank and tapped, $3.50 off list. Cold 
punched Cc, & T. square and hexagon 
nuts, blank and tapped, $3.50 off list. 
Semi-finished hexagon nuts, ,-in. 
and smaller, 70-10-5 per cent; %-in. 
and larger, 70-10-2% per cent. F.o.b 
Pittsburgh, Pa. 30 days net 


Terms: 
or 1 per cent for cash in 10 days. 
Rivets, 7 


-in. diameter and smaller, 

65 per cent. Rivets, %-in, diameter 
and larger: Button head structural, 
$3.15 per 100 Ib. base; cone head 
boiler, $3.25 per 100 Ib. base. F.o.b. 
Pittsburgh, Va. Terms: 30 days net 
or % of 1 per cent for cash -in 10 
days. 

Jobbers charge the usual advances to 
the retail trade for small lots out of 
stock. 

Brackets.—The Atlas Mfg. Co., New 
Haven, Conn., has announced an ad- 
vance in prices on steel shelf brackets. 

Brass Goods.—Under date of Oct. 17, 
Peck Bros. Co., New Haven, Conn., an- 
nounces an advance in prices on plumb- 
ers’ brass goods. 

Bicycles.—The reduction of 40 per 
cent in prices on bicycles recently de- 
cided upon by all the makers, is ex- 
pected to greatly increase sales next 
year over this year, which was only a 
medium year in this trade. In view of 
the expected better demand in 1923, job- 
bers are reported as placing larger 
orders for early spring delivery. 

Builders’ Hardware.—In spite of the 
lateness of the season, jobbers and re- 
tailers report that the demand is hold- 
ing up very well. New building being 
done in the Pittsburgh district this year 
will break all previous records for any 
one year. The recent advance in prices 
of hinges and other building hardware 
is holding firm. 

Building Roofing Paper.—Practically 
all makers of roofing paper have made 
an advance of about $5 per ton in 
prices. The demand is reported heavy. 

Flat Leather Belting.—Under date of 
Oct. 20, the Edward R. Ladew Co., New 
York City, announces an advance in 
prices on this product. 

Cap Set Screws.—-The Corbin Screw 
Corporation has announced an advance 
in prices on cap set screws. 


Field Fence.—Local jobbers have ad- 
vanced prices, following the higher quo- 
tations being made by the makers. 

Local jobbers now quote at 68 per 

cent off list in car loads, and 67 per 

cent off in less than car loads. 


Pulleys.—Under date of Oct. 21, the 
American Pulley Co., Philadelphia, an- 
nounced an advance in prices on steel 
split pulleys. 


shorter 
50-10-5 
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Sheet Zinc.—Due to the higher prices 
for spelter, the American Zine Products 
Co., Greencastle, Ind., has again ad- 
vanced prices on sheet zine from 9 cents 
to 9.25 cents. The Illinois Zinc Co., and 
the Mattheson & Ziegler Co. have 
also advanced prices from 8.50 cents to 
8.75 cents. It is said that the heavy 
stocks of sheet zine accumulated dur- 
ing the past two years of business de- 
pression have been entirely used up. 
This accounts in part for the recent suc- 
cessive advances in prices. 

Sheets.—The market on all grades of 
sheets is easier, and the mills are now 
in position to make better deliveries 
than they have been for some time. 
Prices are easing off some, and the in- 
dependent mills are now quoting prac- 
tically the same prices as the Ameri- 
can Sheet & Tin Plate Co. Heretofore 
they have been from $3 to $5 per ton 
higher. 

Springs.—Under date of Oct 21, most 
makers of wagon and carriage springs 
announced an advance in prices. 

Saws.—The advance in prices on 
saws, briefly referred to in our report 
of last week, amounts to 10 per cent, 
and was made by practically all makers. 

Washing Machines.—Recent material 
reductions in prices on electric and 
water power machines have greatly in- 
creased the demand for these goods. 
Local jobbers are anticipating a good 
fall demand. 

Window Glass. — The : advance in 
prices of window glass, noted in our 
report of last week, is holding firm. 
In spite of the lateness of the season, 
the demand is still quite heavy. The 
railroads have reduced the minimum 
weight of carloads from 60,000 lb. to 
40,000 lb. 

Wire Products.—There is a continued 
heavy demand for wire nails and plain 
wire, but for barbed and fence wire the 
demand is showing the usual seasonable 
falling off. There is still a great scare- 
ity in supply of wire nails, and all the 
mills are vefy much back in shipments. 
Some makers are now quoting wire 
nails at $2.75 base in carload lots, 
against $2.70, the recognized market 
price. Local jobbers are still making 
deliveries by truck to quite distant 
points, as they are unable to get cars. 
This is being done at the jobbers’ ex- 
pense, and adds no small amount to the 
cost of doing business. 


Jobbers are quoting from 
f.o.b. Pittsburgh, as follows: 

Wire nails, $3 to $3.10 base per keg; 
galvanized, 1l-in. and longer, includ- 
ing large head barbed roofing nails, 
taking an advance over the price of 
$1.50, and shorter than l-in., $2: 
bright Bessemer and basic wire, $2.75 
per 100 lb.; annealed fence wire, Nos 
6 to 9, $2.90; galvanized wire, $3.40; 
galvanized barbed wire, $3.70; gal- 
vanized fence staples, $3.75; painted 
barbed wire, $3.40; polished fence 
staples, $2.20; cement coated nails, 
per count keg, $2.60; these prices 
being subject to the usual advance 
for the smaller trade, all f.o.b, Pitts- 
burgh, freight added to point of de- 
livery, terms 60 days net less 2 per 
cent off for cash in 10 days. Dis- 
counts to jobbers on woven wire 
fencing are 68 per cent off list for 
carload, 67 per cent off for 


stock, 


1000-rod 
lots, and 66 per cent off for small lots, 
f. o. b. Pittsburgh. 
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Office of HARDWARE AGE, 
538 Guardian Building, 
Cleveland, Oct. 28. 


USINESS in the hardware trade 

continues good. The fall buying 
has been well in excess of that of a 
year ago, ahd the outlook for the fu- 
ture is promising. Jobbers report that 
their sales in some lines are not quite 
as heavy as they have been owing to 
the fact that with the advance in prices 
retailers have generally stocked up well 
on staples and most of them have pur- 
chased their seasonal goods for the 
winter. Refrigerators are moving well 
for spring shipment, and there is a 
fair volume of activity in other lines of 
seasonal merchandise for spring deliv- 
ery. Locally retail merchants report 
» good volume of business in all lines. 
Builders’ hardware is still in heavy de- 
mand. 

The car shortage is not interfering 
seriously with the distribution of mer- 
chandise, although in some cases ship- 
ments for factories are delayed. Job- 
bers’ stocks have ‘been increased and 
the jobbing houses now have a good 
supply of merchandise in about all lines 
except builders’ hardware, on which 


* some manufacturers are still far be- 


hind on shipments, and heating boil- 
ers and radiation. The supply of nails, 
which has been short for many months, 
is now fairly plentiful. 

The general industrial situation con- 
tinues good. Steel mills are getting 
into ‘better shape on deliveries and 
there has been some easing off in prices 
owing to the fact that with an in- 
creased fuel supply production has in- 
creased and premium prices have large- 
ly disappeared. This indicates that the 
high prices that hardware manufactur- 
ers have recently been compelled to 
pay for pig iron, steel and other raw 
material have about disappeared. There 
is some shortage of labor and the pres- 
ent average wage scale is higher than 
a few weeks ago. 


Axes.—Sales of axes continue in fair 
volume, the recent price advance ap- 
parently having no effect on the volume 
of business. 


Jobbers quote f.o.b. Cleveland as 
follows: First grade single bitted 
axes, handled, $18.50 per doz.; un- 
handled, $14 per doz.; double bit- 
ted axes, handled, $23 per doz; un- 
handled, $18.50 per doz. 


Automobile Tires and Accessories.— 
Automobile tires and accessories are 
moving at a normal rate for the sea- 
son. Orders for tire chains and other 
winter accessories so far have been 
fair. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: Miller Falls, No. 145 
jacks, $4.75; Reliable jacks, No. 1. 
$2.33; No. 2, $3.33, in lots of 12: Derf 
spark plugs, 96c. each for all sizes in 
lots less than 50; Champion X spark 
plugs, 45c. each for less than 100 and 
48c. each for over 100; Champion 
regular, 53c. each for less than 100, 
all sizes; 50c. each for over 100. 


Brushes.—Paint and varnish brushes 
are moving in fairly good volume, 
nearly all the orders being for early 
spring shipment. 
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Boilers and Radiation—There is a 
heavy demand for boilers and radiation 
and stocks of both manufacturers and 
dealers are very low. Deliveries of 
manufacturers range from four to six- 
teen weeks and in order to secure as 
good delivery as possible some buyers 
are switching orders from one manufac- 
turer to another. 





Recognizing Timeliness 


HE following letter, which 

was recently received from 
the Romaine Hardware Co., 
speaks for itself: 


ROMAINE HARDWARE Co., 
HACKENSACK, N. J. 


Editor HARDWARE AGE, 

New York, N.Y. 
Dear Sir: 

Your “Editorial Comment”— 
“High Prices and Prosperity’— 
in the HARDWARE AGE of October 
12, 1922, and “Some Thoughts of 
a Country Merchant,” on page 71 
of the same paper, are most 
timely. 

The writer has a brother-in- 
law engaged in raising potatoes 
in the central New Jersey sec- 
tion. This is the third year of 
low prices, and whereas in the 
first two years some farmers did 
break even, this year they have 
all lost from $500 to $5,000, most 
of them nearer to $5,000 than 
$500. The writer also has an 
uncle growing apples in Orange 
County, N. Y. He is having 
pretty much the same experience 
as my brother-in-law, although 
not quite as bad. 

The writer notices that Sears 
Roebuck’s August-sales are way 
off. This surely is a time for 
careful buying by the hardware 
dealer, for it is the writer’s con- 
viction that prices will ease off 
again just as soon as goods are 
moving freely. Anybody who 
speculates at this time will be 
very sorry. The only thing to do 
is to buy carefully and only as 
the goods are needed. 

Yours very truly, 
THEODORE ROMAINE. 











Bolts and Nuts.—The demand for 
bolts and nuts is fairly active. Prices 
are firm and unchanged. Jobbers have 
contracts for the remainder of the 
year at prices that prevailed before the 
recent advance by manufacturers, and 
an early advance in jobbers’ prices is 
not probable. 


Jobbers quote f.o.b. Cleveland: 
Large and small machine bolts, cut 
thread, 50 to 55 per cent off list: 
rolled thread 50, 5 and 10 to 60, 10 
and 5 per cent off list; carriage bolts, 
large and small, cut thread, 45 per 
cent off list, stove bolts, 75 per cent 
= list; hot pressed nuts, $3.25 off 

st. 


Cutlery.—Jobbers report a fair de- 
mand for cutlery, particularly for sil- 
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verware and pocket knives. Stocks are 
good and prices are unchanged. 


Corrugated Roofing—The demand 
for steel roofing is unusually good for 
this season of the year. Prices are un- 
changed. 


Cleveland jobbers quote f.o.b. 
Pittsburgh 2% in. 29 gage corrugated 
roofing at $4 to $4.05 per square. 


Clipping Machines.—The stabling of 
dairy cows during the fall and winter 
months has stimulated the demand for 
clipping machines. 


We quote from jobbers’ stocks 
- f.o.b, Cleveland: Stewart No. 1 ball 
bearing clipping machine $10.75; No. 
360 top plate, $1; No. 361 bottom 
plate, $1.50; Dealer’s discount 25 per 
cent. Stewart electric clipping ma- 
chine of standard voltages, hang- 
ing type, $80; pedestal type, $85, 
both f.o.b. Chicago; dealer’s discount 
25 per cent. 


Field Fence.—Sales of field fences are 
light. Prices are unchanged. 


Cleveland jobbers quote field fence 
f.o.b. Pittsburgh at 67 per cent off 
list for less than carloads and 68 per 
cent off list for full carloads. 


Galvanized Ware.—The demand for 
galvanized ware continues very active, 
with prices firm and unchanged. 


Jobbers quote f.o.b. Cleveland, gal- 
vanized tubs with wringer attach- 
ment No. 1 at $6.25 per doz.; No. 2, 
$7 per doz.; No. 3, $8.25 per doz.; 
Heavy Red Band tubs No. 1, $13.75 
per doz.; No, 2, $15.50 per doz.; No. 
3, $17.25 per doz.; pails, 10-qt., $2.30 
per doz.; 12-qt., $2.50 per doz.; 14-qt., 
$2.75 per doz.; 16-qt., $3.25 per doz. 
Game Traps.—Considerable activity 
has developed in game traps, which 
had been moving slowly for some time. 


Cleveland jobbers quote as follows: 
Victor No. 0, $1.53 per doz.; No. 1, 
$1.83 per doz.; No. 1%, $2.75 per doz.; 
No. 2, $3.80 per doz.; Oneida jump 
traps No. 0, $1.89 per doz.; No. 1, 
$2.20 per doz.; No. 1%, $3.17 per doz. 


Glass Baking Ware.—Jobbers are 
booking a good volume of orders for 
glass baking ware for the holiday trade. 
Sales are heavier than a year ago and 
retailers as a rule are buying in good 
sized lots. 


Guns and Ammunition.—Three man- 
ufacturers have announced a price ad- 
vance of $2 each on their cheaper 
grades of double barrel guns. Jobbers 
and retailers both report a good volume 
of business in guns and ammunition. 


Gas Heaters.—The coal shortage has 
stimulated a demand for gas heating 
stoves and for gas fireplace heaters. 
Sales have been heavier than for a 
number of years and both jobbers and 
retailers stocks are well cleaned out. 


Hand Saws.—A price advance of 10 
per cent has been made on some makes 
of hand saws. 


Handles.—Retailers are placing or- 
ders of moderate volume for agricul- 
tural tool handles for early spring ship- 
ment. The handle market is very firm 
and higher prices are looked for on 
some lines of handles. 


Jobbers quote f.o.b. Cleveland, 
hickory. axe handles, single and 
double bitted, best grade, $4.75 per 
doz.; XXX grade, $4 per doz.; XxX 
grade, $3.50 per doz.; grade, $2.75 
per doz.; No. 1 pick handles, $3.2 
per doz.; best grade, $4.75 per doz.; 
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American Fork & Hoe Co.’s wood D 
shovel, spade and scoop handles, X 
grade, $4.80 per doz.; malleable D 


grade manure fork and spading fork 
handles, $3.75 per doz.; X grade long 
shovel spading handles, $3.35 per doz. 
fork handles, X 

t 


hay and manure 

grade, 4 ft., $2.40 per doz.; 4% a 

$2.65 per doz.; XX grade, 4 ft., $3 

per doz., 4% ft., $3.35 per doz. 

Ice Skates.——Orders for ice skates 
for early shipment are fairly plentiful. 
Prices are holding at recent quotations. 

Lawn Mowers.—Sales of lawn mow- 
ers for delivery next spring have been 
heavier than for several years, and the 
retailers are now pretty well covered, 
consequently sales have fallen off. 


Nails and Wire.—A price advance of 
15 cents per 100 lbs. has been made 
on polished staples, which are now 
quoted at 30 cents per 100 lb. above the 
nail base. The retail trade has been 
buying quite freely for some time and 
a falling off in orders is noticed. De- 
liveries by manufacturers, which have 
been very slow, are improving and job- 
bers now have fair stocks. 


Cleveland jobbers quote as follows: 
nails less than car lots, stock ship- 
ment, $3.05 per keg; same for mill 
shipment, $2.90 per keg; car lots, mill 
shipment, $2.80 per keg; No. 9 gal- 
vanized wire, $3.30 per hundred Ibs.; 
No. 9 annealed wire, $2.85 per hun- 
dred lbs.; cement coated nails, $2.55 
per hundred lbs.; polished staples, 
$3.35 per hundred Ibs. 
Refrigerators.—Retailers are buying 

refrigerators quite freely for spring 
shipment. They have not forgotten 
their experience of the past season 
when they delayed purchasing until 
well along in the spring and then were 
unable to secure anything like reason- 
able shipments. 


Roller Skates.—Orders for roller 
skates have fallen off somewhat as is 
usually the case this time of the year. 
Although manufacturers recently with- 


Office of HARDWARE AGE,. 
3725 Colfax Ave. So., 
Minneapolis, Minn., Oct. 28. 
USINESS conditions in general 
continue to improve, and the retail 
hardware dealer appears to be obtain- 
ing his share of the increased business. 
Hardware dealers report sales running 
considerably better than in September, 
although that was considered a good 
month. 

Stoves, furnaces and stove goods are 
now selling in good volume for the re- 
tailer who puts in special sales efforts 
in producing results. The best results 
on furnaces come from solicitors call- 
ing directly on the persons interested. 

Hardware prices in general remain 
very firm, and practically all changes 
which are being made are in nature of 
advances. There is very little prospect 
of any decline for the next few months. 


Builders’ Hardware.—Season of the 
year considered builders’ hardware 
sales are holding up remarkably well, 
and quite a number of large buildings 
are still under construction in this ter- 
ritory. Prices are very firm. Short- 
ages in some lines have developed. 
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drew prices for shipment after Dec. 1 
no new prices have as yet been an- 
nounced. 


Rope.—Considerable rope is selling 
for spring shipment and some orders 
are being placed for fall delivery. 
Prices are unchanged. 

Cleveland jobbers quote the best 
grade Manila rope at 17%c. per Ib. 
for mill shipment and 18\c. per Ib. for 
Shipment from stock. Sest qual- 
ity sisal rope, 15c. per Ib. for mill 
shipment and 15%c. for stock ship- 
ment. 

Roasters.—The demand for roasters 
is holding up fairly well although not 
as heavy as a few weeks ago, 


Cleveland 
roasters as 


jobbers 


quote Savory 
follows: 75 


Steel, No. 75, 
$11.25 per doz.; No. 200, $16.80 per 
doz.; No. 400, $33.75 per doz.; En- 
ameled, No. 11, $21.25 per doz.: No. 
41, $26.25 per doz.; No. 13, $28.75 per 
doz.; No. 43, $37.50 per doz.;: Alu- 
minum, No. 175, $45 per doz.; No. 
1200, $56.25 per doz. 

Steel Sheets.—Sheet prices quoted by 
manufacturers show an easier tendency. 
Good deliveries can be secured. Sales 
are only fair. 

Cleveland jobbers 

4.40c. for No. 28 

No. 28 galvanized; 

blue annealed. 

Stoves.—Heating stoves are in rather 
light demand as retailers are buying 
only from hand to mouth. Prices have 
not been advanced with the increased 
cost of raw material but they are re- 
garded as fairly high. 


sheets at 
$5.35¢c. for 
for No. 28 


quote 
black; 


3.70¢. 


Screws.—Screws are in steady de- 
mand and firm with prices unchanged. 


Jobbers quote wood screws as fol- 
lows, f.o.b. Cleveland: Flat head. 
bright, 80, 5, 5 and 5 per cent off list; 


round head, blued, and 5 


per cent off list; round head nickeled, 


67%, 5, 5 and 5 per cent off list: 
head, 5 


round brass, 72%, 5, 5 and 5 
per cent off list. 


Stove Pipes.—Jobbers report that 
they have booked more stove pipe busi- 


TWIN CITIES 


Axes.—There is a fairly good volume 
of business being done in this line. 
While eastern jobbers have put in an 
advance of $1.50 per dozen local job- 
bers have not reported any advances 
as yet. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Medium grades, single 
bit, base weights, $11.50 per doz.: 
double bit, $16.50 per doz 
Ash Sifters.—There is an average 

demand for ash sifters, but sales are 
improving. The high price of coal and 
scarcity should stimulate use of ash 
sifters. Prices show no change. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Square wood, $3.75 per 
doz.; metallic, round, $4 per doz.; 
wood, barrel, $12 per doz. 

Bale Ties——Demand for bale ties is 
quite active. No further change in 
price since last report. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Single loop bale ties 
70-5 per cent. 
Bolts.—The demand 

mains of good volume. 
developed in some sizes. 
no change. 

We quote 
Twin Cities: 
15-5 per cent; 


77%, 5. 5 


for bolts re- 
Shortages have 
Prices show 


from jobbers’ stocks, f.o.b 
Small carriage bolts 
large carriage bolts, 
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ness this fall than for several years, 
and are still getting a good volume of 
business. Prices are unchanged. 


Cleveland jobbers quote 6-in. blued 
stove pipe at $3.60 per crate of 25 
joints f.o.b. factory and 6-in. crimped 
elbows at $1.32. 

Stove Boards.—There is still a fair 
volume of delayed orders coming out 
for stove boards. 

Cleveland jobbers quote as follows: 
Wood lined board 24-in., $9.30 per 
doz.; 26-in., $11 per doz.; 28-in., $12.90 
per doz.; 33-in., $17.65 per doz.; 
lined 24-in., $5.67 per doz.; e 
$6.20 per doz.; 28-in., $6.95 per doz.; 
32-in., $9.20 per doz. 

Steel Bars.—Mills are getting in a 
little better shape on shipments of steel 
bars and other mill products. Prices 
are unchanged. 


Cleveland jobbers quote steel bars 
at 2.9le. and hoops and bands at 
3.71c. 

Shovels.—Retailers are buying 
shovels quite fairly for shipment up to 
Feb, 25. Prices are unchanged. 


Jobbers f.o.b 
follows: No, 2 size 
grade, $9.50 per doz.; 
$11 per doz.; first grade, 
doz. 


Sleds.—Orders for sleds for the 
coming season have been fairly good 
and some business is still coming out. 


Steel Goods.—The retail trade is buy- 
ing quite fairly of garden tools and 
other steel goods for spring delivery. 


Cleveland as 
shovels, fourth 
second grade, 
$14.50 per 


quote 


Wiring Supplies—A price advance 
of about 6 per cent has been made on 
keyless and pull chain sockets and 
rosettes. 


Velocipedes and  Tricycles.—There 
has been a fairly heavy demand for 
velocipedes and tricycles for several 
weeks and orders are still holding up 
well. Jobbers have fair stocks. 


{5 per cent;,small machine bolts, 
50-5 per cent; large machine bolts, 
50 per cent; lag screws, 55 per cent. 

Brads.—Sales continue to be of good 
volume although not as large as earlier 
in the season. Prices remain as last 
quoted. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Brads, in standard pack- 
ages, 75 per cent from list. 

Coal Hods.—Sales of coal hods are of 
good volume and about the average at 
this season of the year. Prices have 
shown no change. 

We quote from local jobbers’ stocks, 
f.o.b. Twin Cities: Coal hods, 17-in., 
japanned, open, $3.60; 18-in., $4; 17- 
in., funneled, japanned, $4.50; 18-in., 
$4.95: 17-in. open, galvanized, $5; 18- 
in., $5.45; 17-in., funneled, galvanized, 
$6.20; 18-in., $6.80 per doz. 

Eaves Trough, Conductor Pipe and 
Elbows.—While there still remains a 
fair volume of business, sales are rap- 
idly declining as is customary at this 
time of the year. Prices remain as 
last quoted. 

We quote from jobbers’ stocks, f.o.b 
Twin Cities: Eaves trough, 28-gage, 
5-in. lap joint, $5.25 per 100 ft.; 
conductor pipe, 3-in. corrugated, 
5.40 per 100 ft.; 3-in corrugated el- 
bows, $1.64 per doz. 
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Files.—Sales of files are considered 
of about usual volume. Prices remain 
stationary. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Nicholson files, 50-10 
per cent; Arcade files, 65-10 per cent. 


Galvanized Ware.—Demand for this 
line is fairly active. Stocks are in good 
condition and prices remain as last 
quoted. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Galvanized tubs, No. 1, 
$6.10 per doz.; No. 2. $6.85: No. 3, $8; 
heavy galvanized, No. 1, $12; No. 
$13; No. 3, $15; standard 10-qt., 
vanized pails, $2.25 per doz.; 
$2.35; 14-qt., $2.70; standard ; 
stock pails, $4.25; 18-qt., $4.80; heavy 
stock pails, 16-qt., $6; 18-qt., $7.35. 
Glass and Putty.—There is now a 

very active demand for glass and putty 
as this is the time for putting up and 
repairing storm windows. Prices have 
shown no change for some time. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Single strength glass, 84 
per cent; double strength glass, 85 per 
cent from standard lists. Putty, 
$4.40 per cwt. 


Lanterns.—Sales of lanterns remain 
of good volume. Prices remain as last 
quoted. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Tubular long globe, $13 
per doz.; tubular short globe, $13 per 
doz.; tubular dash lanterns, $16.90 per 
doz. 

Nails.—Nails still continue in good 
demand, although sales are necessarily 
less than during the height of the 
building season. Prices remain very 
firm. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Smooth wire nails, $2 75 
per keg base; cement coated natfis, 
$3.10 per keg base. 

Oil Heaters——There continues to be 
a very good demand for oil heaters, and 
sales have heen increased materially 
by the high price and shortage of coal. 
No change in prices has been noted. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: 30-5 per cent from 
standard lists. 

Registers—Sales of registers re- 
main of average volume. Prices re- 
main as last recorded. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Cast steel registers, 40 
per cent from standard lists. 
Rope.—Sales of rope are considered 

as of fair average volume. Prices have 
shown no change since decline reported 
in last issue. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Best grade manila rope, 
18%c. per Ib. base; best grade sisal 
rope, 14%c. per Ib. base. 


A New Thought in Display Cards 


Carpenter tools are always a very in- 
teresting subject to talk about inas- 
much as everyone likes to make things 
with their own hands, either in a pro- 
fessional or an amateur way. 

The Stanley Works distributed dur- 
ing the month of October a series of 
six window cards—each card featur- 
ing a practical and appropriate use for 
Stanley tools when purchased in chests. 

These cards are lithographed in 
eight colors, reproducing original oil 
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Sandpaper.—Sales of sandpaper re- 
main of good volume, although showing 
some decline from early season sales. 
Prices remain unchanged. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Best grade, No. 1, per 
ream, $6.50; second grade, Ne. 1, per 
1 ame $5.85; garnet, No. 1, per ream, 


Sash Cord.—Sales are showing a 
gradual decline as the building season 
draws to a close. Prices remain as for 
some time past. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Sash cords, best grade, 
68c. per lb.; solid cotton, ordinary 
grades, 41c. per lb. 


Sash Weights.—Very little new busi- 
ness is being done, business consisting 
mostly of deliveries of earlier orders. 
Prices are unchanged. 


We quote from jobbers’ stocks, f.o.b. 
— Cities: Sash weights, $2.25 per 
ewt. 


Screws.—Both jobbers and dealers 
report a very good volume of business 
in sales of wood screws. Stocks are 
only fair and prices remain as last 
quoted. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Flat head bright wood 
screws, 80-5 per cent; round head 
blued, 75 per cent; flat head ja- 
panned, 70 per cent; flat head brass, 
75 per cent; round head brass, 70 per 
cent. 

Sidewalk Scrapers.—As the weather 
continues mild there has been no re- 
tail demand. Prices show no change. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Medium grade steel 
scrapers, $4.75 per doz. 

Snow Shovels.—Most of the dealers 
have already arranged for their fall 
stocks, although jobbers report some 
few orders coming in. As long as 
present weather conditions continue 
there will be no retail demand. Prices 
remain firm. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Straight handle, wood, 
$4.85 per doz.; steel blade, straight 
handle, $8.25 per doz.: galvanized 
steel blade, D handle, $11 per doz. 


Solder.—Sales of solder remain of 
fairly good volume. Prices have not 
changed since the last report. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Half and half solder, 
25c. per Ib. 


Steel Sheets—Demand remains only 
of fair volume, being composed mostly 
of many very small orders. Prices 
show no change. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: 28-gage galvanized 
sheets, $6 per cwt.; 28-gage black 
sheets, $5 per cwt. 


paintings executed by an illustrator. 
Cards measure 13% x 18% inches and 
portray Stanley tools not only as a sea- 
sonable product, an all year ’round 
as well. 

They have six distinct ideas, each 
idea a selling talk for the salesmen. 
The subjects are as follows: 

Pals 

His Hobby 

Christmas Morning 

Doping it out with Dad 

Furnishing the Home 

Gifts 
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Steel Traps.—Inasmuch as there has 
been no snowfall there is very little 
retail demand for traps as yet. Prices 
remain as first announced. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Victor No. 0, $1.53; No. 
1, $1.83; No. 1%, $2.75; No. 2, $3.60; 
Newhouse, No. 0, $1.89; No. 1, $2.20; 
No. 1%, $8.17; No. 2, $4.88 per doz. 


Stove Goods.—There is now a very 
active demand for stove guods of all 
kinds, especially stove pipe and elbows. 
Jobbers’ stocks are good. Prices show 
no change. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Stove boards, crystal 
lized, 28 x 28, $15 per doz.: 20 x 30, 
$17.25 per doz.; 36 x 36, 424.02 per 
doz.; Stove pipe, uniform blued, 28- 
gage, 6-in.,, K. D., $12.50 per 109 
lengths; 6-in. common iron corru- 
gated elbows, $1.26 per doz.; 6-in. 
adjustable charcoal iron, $1.86 per 
doz.; Dampers, cast iron, wood or 
coil handle, $1.83 per doz.; Stove 
shovels, 15-in. japanned, 60c.; 21%4-in. 
jumbo japanned, $1.40; 14-in. jumbo, 
jr., 85c. per doz. 


Tacks.—Demand remains only of fair 
volume. Prices show no change. 


We quote from jobbers’ stocks, f.o.b 
Twin Cities: American cut, §&-0z., 
60c. per doz. packages; tinned carpet, 
8-oz., 60c.; blue carpet, 8-0z., 65c.; 
double point, 11-0z., 36c. 


Tin Plate—Demand 
about average volume. 
no change. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Furnace coke, ICL. 2 
x 28, $13; roofing tin, IC, 20 x 28, 8-Ib 
coating, $12.75. 


Weatherstrip.—There is now quite 
an active demand for weatherstrip and 
a good volume of business is being done 
by dealers handling and pushing same. 
Prices remain the same. 


We auote from jobbers’ stocks, f.o.b. 
Twin Cities: Wood and felt weather 
strips, %-in. and %-in., $1.85 per 100 
ft.; 1-in., $2.60 per 100 ft. 


Wheelbarrows.—Sales of wheelbar- 
rows are considered only fair. Prices 
show no change. 

We quote from jobbers’ stocks, f.o b 
Twin Cities: Wheelbarrows, wood 
stave, fully bolted, $36 per doz: No, 

1 tubular steel wheelbarrow, $6.39 

each; No. 1 garden, $5.60 each. 


Wire.—Demand for wire continues to 
be of good volume. Jobbers’ stocks are 
fair. Price advances were announced 
in last issue. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Barbed wire, painted 
cattle, 80-rod spools, $3.29; galvan- 
ized cattle, $3.56; painted hog wire. 
$3.51; galvanized hog wire. $3.82: 
smooth black annealed No. 9, $3.50 
per cwt.; smooth galvanized annealed 
No. 9, $4 per cwt. 


remains of 
Prices show 


John Van Range Co. Deseribes 
Line 


An usually complete and diversified 
line of kitchen and range equipment for 
use in hotels, restaurants and institu- 
tions is described by text and illustra- 
tions in a new catalog now being dis- 
tributed to the trade by the John Van 
Range Co., of Cincinnati, Ohio. The 
book contains 182 pages and apparently 
includes everything necessary for the 
preparation and serving of food. 
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of production’ will undoubtedly be 
broadly construed. In determining 
costs of production all conditions of 
production, prices and other advantages 
or disadvantages in competition are to 
be taken into consideration. 

“Difficult as costs of production are 
to find, every business man knows that 
the finding of them is the basis of suc- 
cessful business. Cost of production 
can be found with sufficient accuracy 
for tariff making purposes. As a mat- 
ter of fact, the proper analysis of them 
discloses as no other means can the com- 
petitive strength of different indus- 
tries.” 


Significant Foreign Trade Figures 


The effect of the wild scramble to 
enter foreign merchandise at American 
ports before the taking effect of the 
relatively high rates of the Fordney- 
McCumber tariff schedule is clearly 
seen in the statistics showing the im- 
ports during August, just made public 
by the Department of Commerce. A 
gain of no less than 50 per cent is 
recorded as compared with the same 
month of 1921. 

The gain during the seven months’ 
period ending August, 1922, was only 
18 per cent. The figures for Septem- 
ber will probably be even more signifi- 
cant as record-breaking importations 
were made in many lines during the 
fortnight before the new law became 
effective. . 

Total imports of merchandise of all 
kinds in August, 1922, were valued at 
$281,412,000 as compared with $194,- 
768,000 for the same month of 1921. 
While the largest actual gain was made 
in crude materials for use in manufac- 
turing, which rose from $71,525,000 to 
$110,285,000, the largest percentage 
increase was recorded in manufactures 
for further use in manufacturing which 
climbed from $25,160,000 to $48,430,000. 

Foodstuffs partly or wholly manu- 
factured also registered a significant 
gain from $27,096,000 to $42,404,000. 
The smallest gains were recorded in 
manufactures ready for consumption 
which increased from $49,899,000 to 
$55,858,000 and in foodstuffs, crude, 
and food animals, which rose from $18,- 
921,000 to $22,489,000. 


Figures for Eight Months 


For the eight months ending August, 
1922, the imports were valued at $1,- 
952,956,000 as compared with $1,693,- 
404,000 for the same period of 1921. 
The largest percentage gain was in 
manufactures for further use in manu- 
facturing which rose from $227,588,000 
to $328,283,000, while the largest ac- 
tual increase was in crude materials 
for use in manufacturing which went 
up from $568,733,000 to $696,969,000. 

Foodstuffs, partly or wholly manufac- 
tured, which scored such a notable gain 
in August, 1922, showed practically no 
increase for the eight months’ period, 


HARDWARE AGE 


the figures for 1922 being $275,212,000 
as compared with $274,869,000 in 1921. 

It is interesting to note the trend of 
our exports during the same periods. 
They show a shrinkage that would be 
more discouraging but for the mitigat- 
ing circumstance that the heaviest de- 
cline is in crude materials while an 
actual gain was recorded in manufac- 
tured goods. 

The total of our exports in August, 
1922, was $296,272,000 as compared 
with $360,625,000 for the same month 
of 1921. For the eight months ending 
August, 1922, the total exports were 
valued at $2,377,729,000 as against $3,- 
143,160,000 for the corresponding 
period of 1921. 

It will be noted that while our total 
exports fell off approximately 17 per 
cent in August the reduction for the 
eight months of 1922 was at the rate of 
nearly 26 per cent. The gain in our 
shipments of manufactured goods in 
August, 1922, was slightly more than 
7 per cent. 


Depressing Ship Building Data 


The bottom appears to have dropped 
out of the ship building industry 
throughout the world, judging by the 
statistics recently made public by 
Lloyds’ Shipping Register. Work in 
hand has declined more than half a 
million gross tons since July 1 last 
and the total tonnage now on the stocks 
is far below the pre-war level. 

Here are some of the high lights in 
the gloomy picture—if, indeed, such 
a gloomy picture can be said to have 
any high-lights:- 

Counting only ships on which work 
actually is in progress, the United 
States is led by England, France and 
Holland, with Japan and the British 
Dominions right on the heels of this 
country. 

The United States is now building 
only 6 per cent of the world’s tonnage; 
England is building 60 per cent; and 
the other maritime nations combined, 
34 per cent. 

This country now has only 150,000 
tons of ships in the yards; has not 
contracted for any new ones since last 
July 1; and has largely suspended work 
on those already on the ways. 


U. S. Loses Over 80 Per Cent of Total 


America’s decline since the post- 
armistice peak of vessel construction 
has been 4,036,000 tons—a goodly per- 
centage of the decline for all the world, 
which aggregates only 5,346,000 tons. 

Her shipyards are building only one- 
third as much tonnage as they were a 
year; Great Britain’s are building one- 
half. 

America is building only 2000 tons 
more of freight bottoms than she was 
at the outbreak of the world war in 
July, 1914; all other nations aggregate 
919,000 tons above the pre-war con- 
struction totals; Great Britain is build- 
ing 1,200,000 tons, compared with 1,- 
750,000 she had under way in July, 
1914. 
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Lloyd’s points to these figures as “a 
striking indication of how the volume 
of shipbuilding is falling off through 
the scarcity of new orders.” 

Of course, these depressing com- 
parisons will stimulate Congress to do 
something for the American merchant 
marine next winter. The President is 
determined to put through an effective 
subsidy bill if it takes an extra session 
to do it. 


Sound Sense from P. O. Department 


There is a whole lot of flapdoodle and 
cheap buncombe in the “addresses to 
employees” which the departmental 
press bureaus are so fond of handing 
out to the Washington correspondents. 
Now and then, however, a bureau chief 
delivers himself of something worth 
reading. 

Last week, for example, Assistant 
Postmaster-General Bartlett, in a talk 
to a convention of Pennsylvania postal 
employees, said some things that should 
start every young business man think- 
ing and asking himself as to how he 
measures up in his own business to the 
standards laid down by General Bart- 
lett. Incidentally, this brief but 
pointed address discloses for the first 
time some of the policies and rules of 
the Post Office Department that, if con- 
scientiously carried out, will command 
the respect and confidence of every 
business man in the country, regardless 
of politics. General Bartlett said in 
part: 


Successful Men Only Appointed 


“If you postmasters who are newly 
appointed have been passed upon by 
the Civil Service Commission in accord- 
ance with the Executive Order of Presi- 
dent Harding, and I know you have 
been, you are ‘successful business men 
of at least three years of experience’ 
in your own affairs. You are now 
managing a business. The Post Office 
is a real business. 

“You may be sure you have no polit- 
ical plum or sinecure. You have the 
hardest task in your city. To succeed 
you will have to work more strenuously 
than any business man around you. 

“The new order of things in post 
office management contemplates that 
you, yourself, and not your assistant 
postmaster or superintendent of mails, 
should run the office, map out its policy, 
watch its every function, reorganize it, 
if need be, reroute your deliveries, re- 
arrange your schedules, manage your 
supervisors, know the needs of your 
patrons, in short, be as much a man- 
ager of that plant as the superintendent 
of a factory is manager of his business. 

“If you have managerial ability you 
possess something which may not be 
possessed by any of your hundreds of 
subordinates who have worked in your 
office for twenty years. They may be 
experts in their chosen lines, and you 
may not be an expert in any line, but if 
you have the genius of management you 
can organize these man forces in such 
wise as to bring 100 per cent results. 
You will gradually pick up the details, 
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but policies and principles of manage- 
ment constitute your particular job. 


Postmasters Must Be Organizers 


“You can never be successful unless 
you hold staff conferences with your 
heads with frequent regularity. They 
will aid you and inform you and you 
can better guide and direct your assist- 
ants. You will thus discover who have 
and who have not supervisory ability 
among those under you, and in this way 
perfect your organization. 

“You must be a constant, every-day 
organizer. You need to get off your 
swivel chair, know your men, see them 
operate, make them to feel your leader- 
ship and respect your ability. 

“If you think you need something by 
way of additional help or funds from 
the department study your prospective 
request with such thoroughness and be 
able to prove your need with such con- 
clusiveness that you will readily and 
quickly get it. Sometimes a_ post- 
master writes us he needs three or four 
more carriers but does not show us 
just exactly where by route and chart. 
We then know that he is not master 
of his post. 

“We often in such cases send an in- 
spector and find he has too many car- 
riers already. We are always ready to 
assist you through our inspectors but 
first be sure you need assistance. 


Dismissal May Mean a Boost 


“If you succeed in the management 
of your office for four years, as it is 
possible for you to succeed under our 
new system, whoever puts you out of 
office will be the cause of putting you 
into a better positon, for you will have 
acquired invaluable reputation and 
skill in public management. If you get 
by with four years of idleness you will 
thereafter be only a business derelict 
or political scrap.” 

To pick for postmasters only those 
who are “successful business men of at 
least three years’ experience” in their 
own affairs is certainly a splendid rule 


Porter Tells of Bolt Clippers 
and Wire Cutters 


A new catalog of H. K. Porter, 6 
Ashland Street, Everett, Mass., de- 
scribing its line of bolt clippers and 
wire cutters, is now being distributed to 
the trade. This catalog is well illus- 
trated and ingenious in form. The first 
page or cover may be used as a letter, 
thus enabling the company to answer 
an inquiry by reference to some par- 
ticular page and in this way be sure 
that the letter and the catalog reach 
the inquirer together. 


American Can Co. Issues 
Catalog 


The American Can Co., 120 Broad- 
way, N. Y., manufacturers of Canco 
Wares, is now distributing Catalog No. 
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for the guidance of the appointing 
officers. Let us all hope the depart- 
ment is faithfully carrying this stand- 
ard into actual practice. 

The postoffices of the country are no 
places for “lame ducks.” There are 
plenty of jobs for such broken-legged 
fowl on the hundred and one useless 


What's Your Opinion? 


Choteau, Mont., Oct. 17, 1922. 

HARDWARE AGE, 
New York, N. Y. 

Gentlemen: We wish you would 
call the manufacturers’ attention 
to their labels. 

The label should show a cut or 
a picture of the article in the box 
or package. This label costs but 
little and it will help to sell more 
goods, as it takes the piace of 
show cases in small stores where 
a dealer cannot afford to buy one. 

Also if a salesman car ot un- 
derstand the language of the cus- 
tomer he is waiting on, the cvs- 
tomer can look over his shelf and 
point out to him what he wants to 


buy. 

The National Mfg. Co. of Ster- 
ling, Ill., and the Covert Mfg. Co., 
of Troy, N. Y., market or pack 
their products this way, and it 
should be followed by all manu- 
facturers. We remain, 

Yours truly, 


CHOTEAU HARDWARE Co. 





“commissions” which Congress—pos- 
sibly with an eye to the future of its 
own discredited members—is so fond 
of creating. 


Pan-American Convention Expands 


Announcement is made by Post- 
master General Work that the 2-cent 
letter rate has been established with 
Uruguay, effective Oct. 12. Notice has 
just been received of the ratification by 


16, in which its lines of medium, heavy 
and extra heavy galvanized ware are 
described and illustrated. Among the 
articles included in the catalog are 
water pails, tubs, oil cans, gasoline 
cans, Canco garbage cans, Canco boil- 
ers and miscellaneous galvanized ware, 
and also articles of pieced tinware, 
plain stamped ware and japanned 
ware. 


Schlangen Bros. Describe Line 


Schlangen Bros., 2435 Irving Park 
Boulevard, Chicago, IIl., have just is- 
sued a new catalog, describing its line 
of lawn sprinklers, couplings, sill cocks, 
hose accessories, nozzles, clamps and 
valves. The catalog is printed on an 
excellent quality of paper and all the 
items described are accompanied by 
illustrations. 
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the South American republic of the 
Pan-American Principal Convention 
and the Pan-American Parcel Post Con- 
vention, thereby adding another nation 
to the list of those to which a letter 
may be sent for 2 cents. 

In this connection it will be of in- 
terest to note that the Pan-American 
agreement provides for the following 
postage rates among the countries sign- 
ing the convention: 

Letters: 2 cents for each ounce or 
fraction thereof. 

Postal cards: 1 cent for each single 
card; 2 cents for each double card. 

Samples: 2 cents for the first four 
oz. or less and 1 cent for each addi- 
tional 2 oz. Maximum weight limit 18 
OZ. 

Commercial papers: 5 cents for the 
first 10 oz. or less and 1 cent for each 
additional 2 oz. or fraction of 2 oz. 
Maximum weight limit, 8 pounds, 12 
ounces. 

Printed matter: Newspapers and 
periodicals, entered with the Post Office 
Department as second class matter: 
When mailed by the public generally, 1 
cent for each 4 oz. or fraction of 4 0z.; 
when mailed by publishers or news 
agents, the rates prescribed in para- 
graphs 1, 2 and 4 section 429, Postal 
Laws and Regulations apply. 

All other printed matter: 1 cent for 
each 2 oz. or fraction of 2 oz. Maxi- 
mum weight limit, 8 lbs., 12 oz. (single 
volumes of printed books, 11 Ibs.) 

Reading matter for the blind: 1 cent 
for each 18 oz. or fraction of 18 oz. 
Maximum weight limit, 8 lbs. 12 oz. 

Registration fee, 10 cents in addition 
to postage. 

Parcel post: Postage rate, 12 cents 
for each pound or fraction of a pound, 
as heretofore. Maximum weight limit, 
22 lbs. instead of 11 lbs., as heretofore. 
Maximum dimensions, 3 ft. 6 in. in 
length and 6 ft. in length and girth 
combined. 

This schedule of rates now applies 
to all the countries that have ratified 
the Pan-American Convention. 


Catalog of Wrought Iron Range 
Co. 

The Wrought Iron Range Co., 5661 
Natural Bridge Avenue, Boston, Mass., 
is distributing its Catalog No. 28, which 
is descriptive of its line of Home Com- 
fort Ranges and kitchen goods. The 
line illustrated is a very extensive one 
and includes everything necessary to 
the complete equipment of the kitchen. 
The catalog contains 126 pages and car- 
ries illustrations of all the items de- 
scribed. 


Colin B. Kennedy Co. Bulletin 


Radio Bulletin C-3 is now being dis- 
tributed by the Colin B. Kennedy ©o., 
Rialto Building, San Francisco, Cal. 
The pamphlet described the Kennedy 
radio equipment manufactured by the 
company. 


Reading matter continued on page 76 
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Tie the McKinney Booklet 
to Your Counter 


McKINNEY BOOKLET tied to your counter 
rin McKioner Butte” connects your store with this national message 


of garage door construction that solves the winter- 
time problem of easy entrance. Before the first 
snow flies there should be many garage doors in 
your neighborhood hanging on McKinney Com- 


plete Garage Hardware Sets. 


You can give some valuable help to any cus- 
tomer who is planning a garage entrance by 
showing him this booklet, “McKinney Complete 
Garage Sets.” He will find a sliding-folding or 
around-the-corner door arrangement that meets 
his problem of space allowance and entrance width. 


He will see illustrated every piece of hardware 
needed to hang the door he selects. And he will see 
simple working plans for its erection. McKinney 
Garage Sets are sold as package goods. Each set 
is packed complete, ready for use. You save time 

UA fect this Garage Entrance i on every garage hardware sale if the McKinney 
eee re ni rina deifts beiore seour‘goreny | Sets are on your shelves. You sell good hardware 


Y entrance, must von wearily vel 
Co Sdéurs? © Nov if vou have constructed the entrance to open inside th . if - 
Was ie tae aha sbaaiok MA wie ona weather —the McKinney standard of manufacture. 
38 A sliding-folding or around-the-corner door hung with 


5 ee ear fers. fe.sny eateaner. ht ww sew Write to-day for this booklet. Now is the tm 


Oe ESE ACN RENCE CE 


ou a » ce book, Ms Kinney Complete Ga rye Sets 


oigaalerls ad With Se Gali oF ible ble ins co. -plon to make a quick and profitable turnover on garage 
& gardge entrance te open inside tie gare ‘ 
IRBLGN pe. soy Ulior rated Scoeabid eh hase hardware. Get McKinney Complete Hardware 
ged on cach particular entrance is shown on the sare page with sop! . 
y working slice ri the erection of the doc McKinnes jirage Sets Sets from your jobber. 
7 Site packed complete in a hos. Not a piece is nd \ ’ 
* © good haedwaré— MeKinney rade. 
I a epee eat rventiog Be bleeSful of vabol McKINNEY MANUFACTURING CO., Pittsburgh 
necessary hardware. 


in * ’rigley Bldg., Chicago Export Representation 
McKINNEY MANUFACTURING CO., Pirirsscron Western Office, Wrighey _ . 


Wester Othee, Wrigley, Building, (hic 


McC KINNEY. This is one of the advertisements Also manufacturers of hinges and 
which has made McKinney prod- butts, door hangers and track, door 
Hinges and Butts | ucts nationally known and re- bolts and latches, shelf brackets, 


spected. It appears in the window and screen hardware, 
and Hardware October 14th issue of the pei re RC ee cap 





Y E ing St. 
Garage hardware, doer Sanger and ak. slow Saturday E vEnies Po 


vrought specialties. 
acindow and astern hardesare, st a floor pe an te uron and u g p 


— | 


McKINNEY 


Complete Garage Door Sets 
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NEW GOODS AND NOVELTIES 


Products Being Placed on the Market by Hardware Manufacturers 








Flashlight Requires No Batteries 
The Powerlite, a flashlight which operates 

without a battery, is now being manufac- 

tured by the Powerlite Co. of Cleveland, 











Ohio. The new light contains an electrical 
generator, which is operated by means of 
compression. In addition to the ingenious 
generating magneto, the rest of the con- 
struction of this new flashlight is unique 
and interesting. The mechanism is con- 
tained ina “‘pistol grip’’ aluminum case that 
just fits the hand. The fingers of the hand 
grip a broad lever or trigger which is geared 
to the magnetoin such a way that when the 
trigger is pulled the magneto revolves rap- 
idly and a bright light appears instantly in 
the bulb. 


Steel Horse May Be Folded 


Made by the Topp Appliance Co., Syra- 
cuse, N. Y., the Topp Steel Folding Horse 
is a useful and compact device that may be 
folded so as tv fit into the tool chest. There 
are bolts, hooks, etc., used in its construc- 
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tion and when folded the legs are automati- 
cally locked. It is made of 16 gage pressed 
steel and may be set up in ten seconds. It 
has an enamel finish and is rigid with flat 
feet. 


Heater Has Special Heating Ele- 
ment 


The concave construction of the element 
and the body of the Double Action Heater, 
made by the Best Stove & Stamping Co., 
145 East Atwater Street, Detroit, Mich., is 
claimed to cause the air entering through 
the bottom of the heater is to be forced to 
pass over the heated wires while reaching 
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the top of the element, at which point the 
air is super-heated by the network of wires 
covering the entire top of the element— 
thus producing double action. The heater 
is equipped with an ever cool handle. The 
entire top, and also the legs and base, are 
finished in nickle. The body is finished in 
a special very fine black satin enamel, 
which greatly increases the effectiveness of 
the pleasing line of the heater. The heater 
is 104% x 13%, the shipping weight being 
7% Ibs. 


Utility Chain Has Wide Usefulness 


The United States Chain & Forging Co., 
Union Arcade, Pittsburgh, Pa., has just 
placed the new Handy Strap Chain on the 
market. The new chain has a wrought 
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steel buckle and was designed for the use 
of farmers, teamsters, contractors and coal 
companies and also for use in mills, shops 
and factories, and is said to afford a handy, 
quick strong tie for any purpose. The chain 
is polished and has a patented twist link 
and is supplied in various lengths and 
sizes. 














Automatic Carburetor Adjuster 

The Wedord Savex, made by the Wedler- 
Shuford Co., 3540 Olive Street, St. Louis, 
Mo., is a scientifically constructed carbu- 
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retor adjuster. The device automatically 
accommodates the carburetor to cold, warm 
and hot engines and to the various condi- 
tions resulting from traveling on level 
and hilly roads and when speeding. It has 

















a dial indicator on the instrument board in 
plain view of the driver, and automatically 
indicates the temperature of the engine ana 
warns the driver if anything is wrong under 
the hood. The Savex is said to be efficient 
in operation, is easily installed, and effects 
a considerable saving in gas consumption. 
This saving, however, is incidental to the 
primary purpose of the invention—that of 
securing maximum engine efficiency. 


Magic for the Young Folk 


The Porter Chemical Co., Hagerstown, 
Md., has recently developed a new novelty, 
Chemcraft-Magic, which is designed to af- 
ford young folk a mystifying entertainment. 
The outfit is quite large and contains a 
considerable assortment of various chemi- 
cals with which a large number of start- 
ling chemical tricks can be performed. It 
is not claimed that there is any particular 
educational value to this new outfit, the 
idea being to provide a means whereby 
boys and girls can give an entertainment 
equal to that of professional entertainers. 

The outfit includes an instruction book 














containing a program, giving the line of 
talk interspersed with mystifying tricks and 
even suggesting the arrangement of the 
stage and the costumes of the performer 
and his assistant. 
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Fortunate is the home- owner who installs 
AiR-Way Multifold Window Hardware. It 
throws his home wide open to the benefits of 
sunshine and fresh air. AiR-Way makes a 
sun room or sleeping porch of almost any room. 











draperies. Although easy to operate, the win- 
Fortunate is the dealer who sells AiR-Way dows fit the opening snugly and are- absolutely 
Multifold Window Hardware. Like all R-W weathertight when closed. 
hardware, it gives such lasting satisfaction that ; 

You will find 


every user becomes enthusias‘ic in his praise. it profitable to introduce 


AiR-Way in your locality. It should be used 
AiR-Way provides sliding-folding windows in every new and remodeled home. If you are 
which may be opened and closed from the not already selling this widely-advertised 
inside without interfering with either screens or hardware, write today for Catalogue A-4. 


Richards-Wilcox Mfs. (0. 


‘AURORA, ILLINOIS,U.S.A. 


Minneapolis Chicago New York Cleveland LosAngeles 
Philadelphia Boston St. Louis Indianapolis San Francisco 
RICHARDS-WILCOX CANADIAN CO L®# 


winnipeg LONDON, ONT 
Slidetitz, or Stidetite, 


Manufactured by Richards-W ilcox Is the most widely imitated garage 


f? eo 
is the original sliding-folding ga- e) aan >; © door hardware. “Imitation is the 
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rage door hardware. sincerest form of flattery.” 
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Cabinet for Displaying Wilder's 
Lion Products 


Wilder & Co., 226-228 West Lake Street, 
Chicago, Ill., has recently placed an attrac- 
tive display cabinet for use in connection 
with its line of Wiider’s Lion Leather half 
soles and strips. The cabinet contains a 
complete assortment of men’s taps with 














nails, in the popular grades and strips for 
taps or top pieces for men’s, women’s and 
children’s shoes. One of the desirable fea- 
tures of the cabinet is the fact that it oc- 
cupies a very small space on the counter, 
and inasmuch as the taps and strips have 
the resale price on them the merchant is 
relieved of marking his retail prices on 
them. 


Electric Percolator Has Heat Stor- 
age Feature 


A number of new features are claimed 
for the new Waage “Puritan Style” Electric 
Percolator, recently placed on the market 
by the Waage Electric Co., 12-14 South 
Jefferson Street, Chicago, Ill. The perco- 
lator, which has a capacity of six cups, Is 
designed to retail at a popular price. It is 
attractive in appearance and takes up but 
little space, and is made of heavy gage 
aluminum, highly polished. Its mechanical 














and electrical construction is sturdy and 
simple; it is said to operate very efficiently 
and is easily cleaned and sanitary. One 
of its distinctive features is the heat storage 
arrangement whereby specially designed 
heat storage plates keep the coffee piping 
hot for approximately one hour after cur- 
rent is disconnected. The wattage is 440. 


Life-Like Artificial Bait 


Embodying a number of new features, the 
Heddon Artificial Bait, made by James 
Heddon’s Sons Co., Dowagiac, Mich., em- 
bodies a number of new features. It co- 
ordinates certain features governing the 
movements of fishing baits, and a _ pro- 
nounced wiggling movement is. secured 
through a novel hinged and flexing con- 
struction. Hinged and flexing baits are not 
in themselves new, but the combination of 
the two is and the company now has 
patents pending on its utilization of the two 
principles. Patents are also pending on 
certain other new featues, which serve to 
violently actuate the flexing body, thus 
making for added naturalness. 


HARDWARE AGE 


A New Design in Speed Indicator 


Speed Indicator No. 748, is being placed 
upon the market by the Brown & Sharpe 
Mfg. Co., Providence, R. I. It is designed 
to accurately determine the revolutions of 
shaftings, overhead works, motors, etc., in 
either direction and to measure both high 
and low speeds. The design is new. It 
has few parts, is simple in operation and 
reliable. The readings are taken from one 
side of the indicator. It is quickly set at 
zero for repeated use. The indicator reg- 
isters up to 5000 revolutions by every 5 
revolutions, although speeds much faster 
than 5000 r. p. m. can be very readily de- 
termined. The two arrows on the face of 
the dial indicate the figures to use for the 
different directions of rotation, eliminating 
any confusion, The figures showing 
through the small round windows on the 
dial read every 5 revolutions direct. The 
small inside dial reads every 100 revolu- 
tions. This dial is quickly turned to 0 for 
repeated “use by the knurled knob on the 
back of the indicator. The fibre handle is 














especially shaped to fit the hand and the 
fiber is an insulation against electricity. 
The working parts are enclosed in a heavily 
dull-nickeled case. Three points are fur- 
nished as shown: a steel point for 
ordinary speeds and rubber points for 
high speeds. All projections, rough edzes, 
and corners which might interfere with its 
ready use have been eliminated. It is a 
neat, light, and convenient indicator, easily 
handled. 


Improved Automobile Ventilator 


The O. K. Ventilator, made by R. D. Boyd 
Corp., 2660 Washington Avenue, St. Louis, 
Mo., is designed for use on Fords and other 
makes of cars. It is scientifically con- 
structed so as to direct the cooling air to 
the bottom of the car where heat is de- 
veloped under the cowl. The dévice also 
takes the place of the ventilating wind- 
shield, and is claimed to eliminate dirt and 
dust. The ventilator is neatly designed and 
is said to add to the appearance of the car. 
It is simple in construction and may be 
easily installed with the use of special tools. 
It is furnished in black enamel or nickel 
plate and also in metals where so 
desired. A semi-hardening cement is used 
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to make this ventilator waterproof, thus 
eliminating gaskets. The device is adjust- 
able and may be locked in all positions. 
The parts are all parkerized in order to 
render them rustproof, and the deflector is 
so constructed as to protect wires. 
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All-Steel Blow Torch 


The Wall Dreadnaught Blow Torch, man- 
ufactured by the P. Wall Manufacturing 
Supply Co., Pittsburgh, Pa., is of all steel 
construction with connections brazed with 
hard brass spelter solder. This construc- 
tion combines lightness with strength and 
produces what is said to be an indestuctible 
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and leakproof torch. The manufacturers 
also claim that there is no danger of ex- 
plosion or fire from an overheated drip cup, 
inasmuch as there are no soft soldered con- 
nections to melt loose. A powerful gener- 
ator throws a blue flame of tremendous 
heat, and it will successfully operate when 
inverted or in a strong wind. It has a low 
gasoline consumption. The pump is 
claimed to give quick pressure and the 
double valve is said to hold the pressure for 
weeks. The valve wheel and burner are 
patented and special features. The angle 
handle is restful to the wrist of the oper- 
ator. 


Combined Line and Surface Level 


The principle outstanding features of the 
new Line and Surface Level, developed 
by E. A. Stevens, Newton Falls, Ohio, are 
the spring clips made of No. 30 B & S 
gage, hard-drawn nickel silver. They are 
securely fastened under the end caps and 
held in place by nickel silver rivets pass- 

















ing through the tubes. When ready to use, 
the line is snapped between the clip and the 
hook on each end of the level and then al- 
lowed to hang freely on the line. The 
spring tension of the clips holds them 
tightly against the hook, thus preventing 
the level from falling off the line, regard- 
less of how roughly it may be used. The 
Line and Surface Level, as the name im- 
plies, is a combination of two levels—a line 
level and a surface level. The combina- 
tion is a very good feature, as it enables 
the user to obtain a true level on all kinds 
and classes of work. 

The Stevens Line Level consists of an 
accurate, proved level glass placed in a 
3-in. aluminum tube with spring nickel 
silver end pieces and hooks formed from 
one piece of metal. They weigh one-half 
ounce. The uses to which they can be put 
are almost as many as those of the old- 
style wood level. The Pocket Surface 
Level is made of aluminum and is three 
inches in length. The advantages of this 
peculiar shape tube are many. It may be 
used by plumbers for laying pipe and drain- 
age systems, electricians may use it for lay- 
ing conduit. The mechanic will find it 
handy for leveling shafting and work that 
is to be machined. 


Reading matter continued on page 80 
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A NEW Idea 
in playing cards 


WO-PACK cases of Congress Cards. Two 

packs, whist (narrow) size, of contrasting 
back designs in one telescope case, appealing to 
travelers, and all auction bridge players. Also 
fine for gifts and prizes. The cards are the regular 
Congress full color picture, or decorative, or in- 
itial backs, with gold edges. Cases stamped in 
gold. Three styles of case as shown. If your job- 
ber can’t supply you, send his name and we will 
see that your order is filled. These new two-pack 
cards are being advertised in Saturday Evening 
Post, Literary Digest and Red Book. Display 
them in your window and they will attract bus- 
iness to your store. 


THE U. S. PLAYING CARD COMPANY 
Dept.11 Cincinnati, Ohio, U. S. A., or Windsor, Ont., Can, 


BICYCLE 


PLAYING CARDS 
—and Congress Playing Cards 
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‘Are you invited 
to card parties ?” 


This is the picture and title 
from our big advertisement 
appearing in Saturday Eve- 
ning Post, Literary Digest, 
Red Bookand American. Such 
publicity willinterest almost 
everybodyincard playing. Tie 
your store to it by displaying 
Bicycle Playing Cards and 
Congress Playing Cards. 


TWO PACKS FOR 
AUCTION BRIDGE 


a. 
TWO PacKs ee 
1 

AUCTION Bring 


Send coupon below today for free 


advertising material 
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The U. S. Playing Card Company 
Dept. 11, Cincinnati, Ohio, U. S. A. 


Please send postpaid and free of charge 

the material checked. 

—Giant Bicycle Tuck Case, 114x 
84 x 6. 

— Cut-out Hand holding Bicycle pack. 

— Cut-out Hand holding Congress pack. 

— Memory Test Folders to give with each 
pack of Bicycle or Congress Cards. 

— Display Cards featuring offer of Mem- 
ory Test Folder. 

— Dummy Packs. (Name brands want- 
ed.) 

— Display Card on New Two-pack Con- 
gress Cards. 

—Eyeletted Sample Sets. (Name brands 
wanted.) 


— Congress Folders. — Bicycle Folders. 


Name 





Address. 








Jobber’s Name 
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Notes of the Retail Hardware Trade 











ALHAMBRA, CaAL.—The Keystone 
Hardware has opened a store at 1825 
West Main Street, carrying the follow- 
ing: Barn equipment, bathroom fix- 
tures, builders’ hardware, building 
paper, crockery and glassware, cutlery, 
electrical specialties, flashlights, fish- 
ing tackle, garage hardware, glass, 
guns and ammunitions, housefurnish- 
ings, mechanics’ tools, mill supplies, 
paints, oils and varnishes, picnic equip- 
ment, plumbing department, prepared 
roofing, radio equipment, refrigerators, 
rope and twine, seeds and fertilizers, 
sporting goods, stoves, ranges and 
washing machines. 


BALBOA BEACH, CAL.—The Balboa 
Furniture Co. has commenced business 
here, and requests catalogs on a line 
of furniture and housefurnishings. 


LopI, Cau.—The Willard House- 
wares, operating a branch store at 
Stockton, has started in business at 21 
West Pine Street. 


LONG BEACH, CAL.—Horace W. 
Green & Sons Hardware Co. has es- 
tablished itself in business at 548 Pine 
Avenue. The lines carried include barn 
equipment, bathroom fixtures, builders’ 
hardware, building paper, cutlery, elec- 
trical specialties, flashlights, garage 
hardware, paints, oils and varnishes, 
prepared roofing, refrigerators, rope 
and twine, stoves, ranges, mechanics’ 
tools and washing machines. 


Los ANGELES, CAaL.—Goyette Bros. 
have opened a store at 1716 North Ver- 
mont Avenue, where a retail stock of 
the following is carried: Bathroom fix- 
tures, builders’ hardware, building 
paper, crockery and glassware, cutlery, 
electrical household specialties, elec- 
trical supplies and equipment, flash- 
lights, garage hardware, guns and am- 
munition, itchen housefurnishings, 
linoleum and oil cloth, mechanics’ tools, 
paints, oils, varnishes and glass, pre- 
ae roofing, refrigerators, shelf 

ardware and stoves and ranges. 


PUENTE, CAL.—The La Puente Val- 
ley Hardware Store, new owner of a 
hardware business here, requests cata- 
logs on a general line of hardware. 


SouTH PASADENA, CAL.—F red Faulk- 
ner, 1829 South Huntington Drive, is 
increasing his store space, and requests 
catalogs on the following items: Bath- 
room fixtures, builders’ hardware, 
clocks and watches, crockery and glass- 
ware, Cutlery, electrical specialties, elec- 
trial supplies, flashlights, fountain 
pens, fishing tackle, guns and ammuni- 
tions, oils and greases, paints, oils and 
varnishes, picnic equipment, refriger- 
ators, rope and twine, seeds and ferti- 
lizers, sporting goods, toys, games, me- 
chanics’ tools and washing machines. 


INDIANAPOLIS, IND.—The Mapleton 
Shop, 3767 N. Illinois Street, requests 
eatalogs on automobile accessories, 
automobile tires, bathroom fixtures, 
builders’ hardware, building paper, 
crockery and glassware, cutlery, dairy 
supplies, electrical supplies, flashlights, 
fountain pens, fishing tackle, glass, 


paints, oils and varnishes, sporting 
goods, toys, games and wall paper. 


LiperTy CENTER, IND.—Frank C. 
Garrett is successor to David Lowder- 
milk. 

VALPARAISO, IND—McMahan & 
Krudup, who have recently commenced 
business here, request catalogs cover- 
ing a general line of hardware. 


CHARLOTTE, IowA.—M. C. Petersen & 
Sons will, about January 1, erect a new 
store building. The firm’s stock will be 
removed to temporary quarters during 
its construction. The present structure 
has been occupied by the concern for 
the past 30 years, and the growing busi- 
ness of the firm necessitated larger 
quarters. 


HUTCHINSON, KAN.—T. R. Withroder, 
president of the Hutchinson Implement 
Co., has. sold his interest in the busi- 
ness to C. C. Perry, who has been 
elected president of the concern. L. R. 
Wagler continues as general manager 
and M. C. Benjamin as secretary-treas- 
—, A stock of hardware will be 
added. 


DetTroIT, MicH.—Bernard Weinberg 
& Co., 1022 E. Canfield Avenue, request 
catalogs on the following: automobile 
accessories, builders’ hardware, crock- 
ery and glassware, electrical household 
specialties, garage hardware, heating 
stoves, kitchen cabinets, linoleum and 
oil cloth, mechanics’ tools, oils, glass, 
silverware, washing machines, automo- 
bile tires, builders paper, cutlery, flash- 
lights, gasoline engines, heavy hard- 
ware, kitchen housefurnishings, lubri- 
eating oils, paints, varnishes, shelf 
hardware, stoves, ranges, and wheel 
toys. 

Detroit, MicH.—The Enterprise 
Hardware Co. has started in business 
at 10047 Grand River Avenue, where a 
retail stock of the following is carried, 
on which catalogs are requested: Bath- 
room fixtures, builders’ hardware, 
building paper, clocks and watches, 
crockery and glassware, cutlery, elec- 
trical specialties, flashlights, glass, 
housefurnishings, paints, oils and var- 
nishes, prepared roofing, silverware, 
sporting goods, mechanics’ tools and 
toys and games. ? 

FLUSHING, MicH.—The Flushing 
Hardware Co. has succeeded to the 
business of M. D. Phelps & Co. 

CRAIG, Mo.—The name of the F. K. 
Allen Hardware Co. has been changed 
to the Allen Hardware Co. 

Wess City, Mo.—The Rice Hard- 
ware has moved its stock from Carter- 
ville. 

NiAGARA Fats, N. Y.—James De 
France, 480 Nineteenth Street, will 
enter the hardware business. 

RICHVILLE, N. Y.—Arthur E. Phil- 
lips, successor to the late F. S. Walker, 
requests catalogs on a general line of 
hardware. The new owner has added 
a line of furniture and housefurnish- 
ings. 

Farco, N. D.—Hubert Harrington, 
Inc., has been incorporated with a cap- 


ital stock of $50,000. Hubert Harring- 
ton is president and treasurer, Hubert 
K. Harrington, vice-president and M. 
B. Houghton, secretary. 


ARCHBOLD, OHIO.—A hardware store 
has been opened here by the Stotzer 
Hardware Co. 


(CLEVELAND, OH10.—Joseph Delmond, 
7518 Wade Park Avenue, will engage 
in the hardware business. 


LAKEWOOD, OHIO.—W. E. Sigworth 
has opened a hardware store under the 
name of the Sigworth Hardware Co., 
at 15707 Madison Avenue. 


YOUNGSTOWN, OHIO.—Paul Gleckler 
and William Gleckler have started in 
business at 2628 Market Street, under 
the name of the Gleckler Bros. Hard- 
ware Co., and will handle a complete 
line of builders’ hardware, electric 
sweepers, electric washing machines, 

lass baking ware, enamelware, etc. 

he new owners have been associated 
with the hardware business in Youngs- 
town for many years. 


PORTLAND, ORE.—Coffey & Sheehy 
have commenced business at 223 Morri- 
son Street, dealing in the following 
lines, on which catalogs are requested: 
Bathroom fixtures, builders’ hardware, 
building paper, clocks and watches, cut- 
lery, electric specialties, flashlights, 
fishing tackle, garage hardware, glass, 
aoe and ammunition, heavy hardware, 

ousefurnishings, mechanics’ tools, 
paints, oils and varnishes, prepared 
roofing, radio equipment, rope and 
twine, shoe findings and sporting goods. 


ASHLEY, Pa.—R. B. White, formerly 
buyer of tools and shelf hardware for 
Jere Woodring & Co., Hazleton, has 
purchased the hardware store of 
Charles W. Vincent, and will carry a 
complete stock of mechanics’ tools, 
sporting goods, paints and varnishes, 
housefurnishings and electrical sup- 
plies. Catalogs and discounts requested 
from manufacturers. 


JONESVILLE, S. C.—The Littlejohn- 
Fowler Co. has been incorporated by E. 
L. Littlejohn and others. The capital 
stock is $10,000. 


Kaywor, 8S. D.—The D. & B. Hard- 
ware has closed his store at Avon, and 
engaged in business here. 


BROWNSVILLE, TEX.—The Borderland 
Hardware Co. has moved its stock here, 
and purchased the remaining stock of 
the Walker Furniture Co., which it 
will combine with its own. Catalogs re- 
quested on a line of furniture. 


CorsIcANA, TEX.—The C. A. Tripp 
Hardware, 112 North Beaton Street, 
successor to J. M. Kerr, requests cata- 
logs on bathroom fixtures, builders 
hardware, clocks and watches, crockery 
and glassware, cutlery, dairy supplies, 
electrical specialties, flashlights, fish- 
ing tackle, guns and ammunition, 1n- 
cubators, housefurnishings, mechanics 
tools, picnic equipment, plumbing de- 
partment, poultry supplies, radio equip- 
ment, rope and twine, silverware, sport- 
ing s, stoves and ranges and toys 
and games. 








